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HOUSTON—Largest Cotton Port 


Houston, the largest city in Texas, is also the nation’s largest cotton port. 
Though fifty miles inland, it has brought the Gulf of Mexico to its door 
through a huge ship channel that crosses Galveston Bay and enters Houston 
through Buffalo Bayou. 

Nearby is San Jacinto Battleground, where Sam Houston routed Santa Ana’s 
Mexican Army, fresh from its Alamo victory, and won independence for the 
Lone Star State. The Houston Retail Credit Association is our second largest 
local in Texas. 
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SIX NEW ADS: 


“Good Credit Is Your 
Magic Wand” 


“Prompt Payment of 
Bills Prevents ‘Q. 
thy ” 


“Your Credit Record Is 
an Open Book” 
(Shown at right) 

“Are You Haunted By 
Credit Worries?” 


Your Credit Rec- 
ord Holding you 
Back?” 


“Friends Talk About 
“a. C.. eof” 
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Your Credit Record 


Six Advertisements In This New “Pay 


Promptly” Campaign 


Companion to the “Standard” Series 


Is An Open Book 
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And You Are The Author! 


By the Way You Pay, You Write 
Your Own Record on a Little Card 
In the Files of the Credit Bureau. 


OUR credit record is of your 

own making. The Credit Bureau 
only keeps the record! Shown in the 
inset above is an actual credit record 
(with the customer’s name and 
address omitted). It shows how that 
customer has paid his accounts—as 


truly as if he had written the record 
in his own book! 


Millions of records like this, in the 
files of the credit bureaus of the 
United States and Canada, form the 
basis of credit reports—used by 
creditors and employers to judge the 
trustworthiness of individuals. 


Prompt Payments Make a Good Credit 
Record — And Keep It “O. K.” 


MEMBER 





TREAT YOUR CREDIT 
asa ni 
JBLISHER NOTE CAREFULLY This Space Is for Local Association Signature 
SACRED TRUST sry ena - 
to be Set by You 
Cut off small brackets at each outside corner of advertisement which are placed there 
! act size of space 
©1937. NATIONAL RETAIL CREDIT ASSOCIATION 


1218 OLIVE STREET 


s 
MATS IN 
TWO SI’ ES 


These ads come com- 
plete, in mats ready to 
hand to your newspa- 
per, in two sizes. 
Prices: 


8 x 12 in. $2.00 each 
4x 6 in. $1.25 each 


Sample advertisement 
(in 4” x 6” size) shown 
at left—actual size. 


Series may be used as 
a campaign or in con- 
junction with our 
“Standard” series cf 12 
ads. 


If you have used the “Standard” campaign, this new campaign can be used to 
“follow through.” If you have not used the “Standard” campaign, you can use 
both as a continuous newspaper campaign of 18 advertisements. 


A new “Portfolio of Pay Promptly Advertising,” showing all of the ads of the 
new campaign, as well as the effective advertisements of the “Standard” cam- 
paign, will be sent upon request. 


NATIONAL RETAIL CREDIT ASSOCIATION 


SAINT LOUIS, MO. 
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New free book shows 


How to Cut Bad Debt Losses 


Explains six proved ways 
to control installment credit 


Analysis of 10,000 accounts shows 
that the odds are decidedly against 
you if your installment credit 
methods are lax! The probability 
of an account being repossessed or 
written off runs from 2 to 1 to as 
high as 12 to 1. Do you know the 
common installment situations in 
which these odds occur? 

Dr. Clyde W. Phelps, well 
known credit authority, points 
out the risks in installment prac- 
tices in his new booklet, *‘Con- 
trolled Installment Credit.’’ Then 
he shows how you can reduce 
these risks by following six sim- 
ple steps. 


Six simple steps 
Under these six steps Dr. Phelps 
discusses clearly and definitely the 
principles observed by all retailers 
doing outstandingly successful jobs 


of deferred payment merchandis- 
ing. These principles apply to any 
and all types of installment selling. 

The booklet tells how to select 
customers, how to establish sound 
terms, when follow-ups should be 
made, when delinquents should be 
suspended and when they should 
be helped, when you must act de- 
cisively to prevent serious losses 
Experience has proved over and 
over that application of these six 
principles of controlled install- 
ment selling greatly reduces bad 
debt losses. 


Write for free copy 
Household Finance has published 
Dr. Phelps’ booklet in the interest 
of sound credit management. You 
may obtain a free copy without 
obligation. Why don’t you send 
the coupon now? 


HOUSEHOLD FINANCE 


CORPORATION and Subsidiaries 


"Doctor of Family Finances” 


.-. one of America's leading family finance organizations with 229 branches in 147 cities 


1878 © Completing sixty years of service to the American family © 1938 


Household Finance Corporation 


Dept. CW-C, 919 N. Michigan Avenue, Chicago, Illinois 
Please mail me free copy of ‘‘Controlled Installment Credit.’’ This 
request places me under no obligation. 


Name. ... 


Ces ths Ve an hae deemed 


| ened bene 


State. 





EDITORIAL COMMENT 


By L. S. CROWDER 
ho 
A Reminder of the Consent Decree 


N THE past we have published the Consent 
Decree of October 6, 1933, and Stipulation 
which was entered into May 6, 1936. Condi- 

tions 1 and 2 of the Stipulation follow: 


The first condition is: That all individual members, 
that is merchants, stores and the like, of the Association 
and the Corporation will strictly refrain from any agree- 
ment or tacit understanding that they will refuse to an- 
swer direct inquiries for credit reports and information 
and will abandon any agreement and understanding and 
concerted practice of referring all such direct inquiries to 
Credit Bureaus of the Association or Corporation of which 
they are members. 


The second condition is: That the Credit Bureaus or 
Agency members of either the Association or the Corpora- 
tion will render credit reporting service to members and 
non-members alike without any price discrimination of 
any sort against non-members, except where the Bureau 
is owned or supported or controlled by the stores there 
may be a different price to the public, in which case, prices 
to the public and not to member stores will govern in con- 
nection with non-member inquiries, local, foreign and 
inter-bureau. 


Inquiries received heretofore indicate a lack of 
knowledge—on the part of some retailers and 
credit personnel—credit bureau managers and bu- 
reau personnel—of the provisions of the Consent 
Decree. 





The Consent Decree permits the retailer to use 
his independent judgment in the handling of any 
and all requests for credit information, whether 
received from a competitor or from a credit bureau 
or credit agency. 

No action should be taken in the handling of 
direct inquiries which might be construed as an 
agreement or tacit understanding contrary to the 
provisions of the Consent Decree. If it is your 
policy to decline credit information to others, then 
an explanation to this effect, without in any way 
making reference to your credit bureau, is all that 
is necessary. However, if all retailers of the com- 
munity decline to answer direct inquiries and make 
approximately the same explanation, there is a pos- 
sibility that such an explanation will be construed 
as a tacit understanding or agreement between the 
merchants of the community. 







> 
~_ 


The use of stickers or rubber stamps in which the 
person making the inquiry is referred to the credit 
bureau should not be permitted, as it indicates an 
agreement between the retailers of your com- 
munity or an understanding with the credit bureau 
in connection with the handling of direct inquiries, 
contrary to the provisions of the Consent Decree. 

A nonmember retailer received a direct inquiry 
which was referred to the credit bureau. The bu- 
reau returned it to the inquirer with the following 
notation: 


“This has been turned over to us by. . ., 
members and part owners of this Bureau, 
whose members prefer that inquiries be made 
through us.” 


This notation indicated the existence of an agree- 
ment between the members of the bureau, contrary 
to the provisions of the Consent Decree, although 
replies from the retailer and bureau manager de- 
nied that there was such an agreement. 

Under the Decree, the only principle which 
should guide retailers in the handling of direct 
inquiries is that independent judgment must be 
used in every instance and there must be no con- 
sultation with any other retailer or the bureau 
manager. 

The Consent Decree specifically prohibits firms 
or individuals extending credit from having any 
agreement with each other or with the Credit Bu- 
reaus as to the manner of handling credit inquiries. 
In answering such inquiries, it is permissible for a 
member to send a copy of his answer to the local 
Credit Bureau for the purpose of building the files 
of the Credit Bureau, provided that the Bureau re- 
ceiving the copy will not discriminate against the 
firm or individual making the direct inquiry. 

In order to show that we not only desire but i- 
tend to work in harmony with the spirit and pur- 
pose of the Consent Decree, all members receiving 
direct inquiries are urged to handle each one on us 
merits—in other words, in such manner as in the 
judgment of the member is advisable. 

Should you desire an explanation of any phase 
of the Consent Decree or the Stipulation, or advice 
concerning the provisions of either, write this of- 
fice. 


The CREDIT WORLD 
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The Fundamentals 


Of Collection Technique 


By MRS. HAZEL M. GROVE* 
Credit Manager, Ramsay Dry Goods Company, Joplin, Mo. 


is, I think, basically the same as the fundamental 

technique in handling people. The six rules for 
handling people as given by Dale Carnegie in his late 
book, “How to Win Friends and Influence People,” are 
as follows: 


, ‘HE fundamental technique in collecting accounts 


1. Become genuinely interested in other people. 

2. Smile. For the expression you wear on your face is 
more important than the clothes you wear on your back. 

3. Remember that a man’s name is to him the sweetest 
and most important sound in the English language. 

4. Be a good listener. Encourage others to talk about 
themselves. 

5. Talk in terms of the other man’s interest. 

6. Make the other person feel important—and do it 
sincerely. 

Credits and collections (especially “Collection Tech- 
nique”) are new things. Scarcely a hundred years have 
passed since our first timid experiments with retail col- 
lections in America. ‘Those of us who are still on the 
youthful side of forty (and I mean youthful side of 


forty) can well remember when “the best people” bought * 


for cash. The condition of a generation ago has been 
practically reversed. ‘Today when a man or woman pays 
cash for his or her winter coat, we ask, ‘““What’s the 
matter? Can’t they get credit?” 

Referring back to Rule No. 1: “Become genuinely in- 
terested in other people.” This does not mean that we 
have become more reckless in the granting of credit. Mod- 
ern days have developed modern ways, and instead of 
ferreting out some obscure reason for refusing credit, the 
modern tendency is to see if there is not some way by 
which the credit can be passed on, and the money col- 
lected. 

Rule No. 2: “Smile.” A smile thrown in with an 
explanation costs nothing and wins trade. In collecting 
accounts, I have found that a smile, and stating your case 
intelligently and sensibly, brings about a better under- 
standing and the debtor begins to realize that you are a 
friend and not an enemy; and this realization makes the 
customer feel that you want to help him. I might say 
here that in recent years the statement stickers have been 
gaining favor over the cold collection letter with your 
name signed to it. 

Rule No. 3: “Remember that a man’s name is to him 
the sweetest and most important sound in the English 
language.” It is said that because James Farley could 
remember fifty thousand names he was able to put 


_ *An address before the Seventh District Conference, Topeka, 
Kan., February 13-15, 1938. 
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Franklin Roosevelt in the White House, and it is just as 
important to remember names in Business as in Politics. 
When a firm has several thousand customers no one can 
be expected to remember each individual name or account, 
but it is generally agreed that one of the simplest, most 
obvious, and most important ways of gaining good will is 
by remembering the customers’ names and making them 
feel important. 

Rule No. 4: “Be a good listener. Encourage others to 
talk about themselves.” Especially in a complaint. Col- 
lecting by telephone is a modern means of collecting. If 
one could actually pay and receive money over the tele- 
phone it would be the most effective collection instrument 
in the world. As it is, the telephone ranks, probably, 
second to the personal contact. When customers tell you 
their problems, listen intently and make them feel that 
you are genuinely interested. That kind of listening (and 
knowing a customer’s financial problems) is the highest 
compliment you can pay them, and naturally they make 
a greater effort to pay you. 

Rule No. 5: “Talk in terms of the other man’s inter- 
est.” Many times a personal call on the delinquent debtor 
will result in adjusting a situation that might otherwise 
have culminated in a substantial bad-debt loss. There are 
some delinquents who have nothing, and are not earning 
enough to enable them to save a dollar. These accounts 
are hopeless and collection efforts are useless as long as 
that condition exists. When a debtor says he can’t pay 
it is our job to discover whether the person, or the fam- 
ily, has a steady income and how much it is. Find out 
how much they are spending, and what they are spending 
it for. Then try to discover the right appeal. My idea 
is not to force people to pay, but make them want to pay. 

Rule No. 6: “Make the other person feel important— 
and do it sincerely.” The primary secret of getting 
money in when it is due really is no secret at all. The 
principle is Expectancy. Expect to be paid, and you will 
be paid. This is not theory. It is based upon reality. It, 
of course, makes a lot of difference what you say, and 
how you say it, and a good collector must be something of 
a salesman. Collecting money is in the final analysis a 
form of salesmanship. Salesmanship is the power which 
enables us to make others think. 

Salesmanship has no confinements—it is not limited to 
any type of person, or to any one phase of living. 'What- 
ever your business or profession, you must sell yourself and 
your goods to your client, and your success will depend 
upon what you have and how you endeavor to dispose of 
it, whether it be ability, ideas, education, goods or service. 


(Continued on page 31.) 








This Collection Procedure Maintained 


A Monthly Average of 76.97% in 1937! 


HE John Taylor Dry Goods Company of Kansas 

City has what is probably the highest monthly col- 

lection percentage among department stores in the 
United States and Canada. During 1937, their monthly 
collection percentages averaged 76.97 per cent. 

The secret seems to be that the store lives up to its 
terms requiring “payment by the tenth’ —and insists that 
its customers do likewise! 

Believing that his collection procedure would be inter- 
esting to our readers, we asked H. J. Burris, Manager of 
Monthly Account Sales for a brief description of it. Here 
is his answer: 

“With reference to our collection system: We think 
it is the proper system to use and we certainly have no 
evidence that it does anything but build respect for our 
firm and it really helps our business rather than injures it. 

“We believe this because a paid up account, or an ac- 
count which is in good standing is one which a customer 
will not hesitate to make use of ; whereas, a customer hav- 
ing a long overdue account or one pyramided to figures 
she (or he) knows to be too high, will usually entirely 
stop trading with you and even give his cash business to 
your competitors. 

“Next, we get a marvelous turnover on our accounts 
receivable and, after all, profit is made on fast turnover. 

“T might say first of all that we emphasize our terms 
in our letter to our customers at the time an account is 
opened. They are also printed at the top of every state- 
ment we mail out. This is, we think, the proper proce- 
dure in starting an account on the right track! 

“Itemized statements (Figure 1) are mailed so they will 
reach the customer on the first day of the month, without 
fail. This we also think is important, for we believe that 
‘the early bird gets the worm.’ Self-addressed envelopes 
are enclosed with our statements and our records show 
that they do speed up collections. About 99 per cent of 
account payments coming in by mail reach us in our own 
envelopes. 

“Our terms require settlement of our bills by the tenth 
of the month succeeding date of purchase. We wait until 
after the fifteenth of the month before any collection ef- 
fort is made, because that will allow mail in transit to 
reach us and it also will give those persons who have a 
middle-month pay day an opportunity to pay.us, which we 
find that many do. Immediately after the fifteenth we 
begin our collection work. 

“All accounts of the previous month which have not 
been paid by that date will.receive a notice like Figure 2. 
Accounts showing unpaid balances for the previous two 
months will receive the following letter: 

‘Good customers like you, we have found, are always 
agreeably responsive when we ask their cooperation in 
maintaining our regular terms of monthly settlement. 

“* According to these terms, your ____ account, $___~ 
is overdue and has probably been overlooked. 






soe 


If you'll mail us your check now for this amount, it 
will be gratefully appreciated.’ 

“Accounts showing an unpaid balance of three months 
will receive the following letter: 

“*This second friendly reminder comes to you because 
we have not received your check. 

“As stated in our first letter, we presumed you had 
just overlooked mailing it to us, but if payment is being 
withheld for any reason, won’t you please let us know? 

“ “Tf your check is already on its way, just ignore this 
letter. Thank you.’ 

“Accounts showing a balance dating back as far as four 
months will be transferred to ‘Suspense’ and receive a 
letter like this: 

“**You probably realize that it is not easy to ask a good 
customer for a remittance. The balance on your account, 
however, has been due us for quite some time. 

““ ‘We open accounts for our customers to make shopping 
easier, with the understanding that bills will be paid by 
the tenth of the month following purchase. Aren’t you 
making it harder for yourself by allowing these unpaid 
bills to accumulate ? 

“ "We urge you to cooperate with us by sending us your 
check promptly.’ 

“Accounts dating back as far as five months will receive 
a still stronger letter while accounts dating back six 
months will receive a letter like the one illustrated in 
Figure 4. 

“Of course you must understand I am giving you a de- 
tailed routine here and one which cannot always be fol- 
lowed, because circumstances in some instances will war- 
rant either a more strict or more lenient policy. It is not 
uncommon at all for personally dictated letters to be writ- 
ten or telephone calls to be made in between any of these 
regular form letters. 

“We feel that only in rare instances should we use our 
own efforts longer than six months to collect an account. 
If we cannot collect one in that time_through our own 
efforts, it is better to place the account in the hands of a 
good attorney and not lose the chance of ever collecting it. 

“The records of our attorney show that he collects a 
much larger percentage of accounts we place with him for 
collection than he does of other stores with equal standing, 
because as a rule they wait much longer to turn over their 
accounts than we do and as a result their chances of col- 
lection have greatly decreased.” 

Editor’s Note: Figure 3, illustrated on the next page, 
is a special statement used by Mr. Burris. Note that it 
carries one of the National’s stickers as well as the nota- 
tion that Taylor’s is a member of the Merchants Associa- 
tion. Figure 5 is an Association letter which Mr. Burris 
uses in final stages of collection. This letter is mailed 
from his office but in the Credit Association’s envelope. 
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You no doubt realize the importance of taking 
care of your obligations promptly. It takes cash to 
o man ce permit a business to function properly and the prompt 
payment of accounts is absolutely necessary. 
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This Association, an affiliate of the National 
Retail Credit Association, is interested in the bet- 
terment of retail credits, and maintains the Credit 
Bureau for the purpose of keeping an accurate record 
of how individuals pay their accounts. 
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ment of the account listed below will prove beneficial 
to your record in our files. 


weet Fur CO 


MEY Coat ¢ 


ARTHUR P. LOVETT 


PM 


STRAYVER 
ortens & som 


* LumeEe Co 


Yours very truly, 


ARTHUR C. WEDR 


Ww. C. WANN 
AG 
Vv. BR. GIBSON 

LEE-CONAMT MOTOR CO. 


5. LL. 


EVANS 


ence TRUST CO 





& assoctares 


RETAIL CREDIT ASSOCIATION. 


JENKING MUSIC Co 


To Whom Owed - 


FOGEL 
woour ss08 City - 
J. WILLARD SMITH 
‘semoupemirm cansce 
Amount - § 


TREAT YOUR CREDIT AS A SACRED TRUST 
(Membership List on Back) 
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Eleven Great Stores In Dallas, Texas 


All Connected via Telautographs With 
The Merchants Retail Credit Ass’n 


Received 58,083 Reports and Had 99,708 References 
Cleared With TELAUTOGRAPHS Alone During One Year! 


J. E. R. CHILTON, JR., MANAGER 
MERCHANTS RETAIL CREDIT ASSN. 
DALLAS, TEXAS, SAYS: 


“This machine has been in existence many 
years, but only in the last eight years has it 
been introduced in the credit reporting field. 
Dallas and Fort Worth were the first cities in 
Texas to install the machines and they have 
proved very satisfactory; in fact, in a test be- 
tween this and an electric typewriter it won 
out from the standpoint of speed and economy. 


“There are eleven stores that have a receiver 
such as this instrument here. Titche-Goet- 
tinger and Sanger Brothers have two receiv- 
ing units because of the volume of reports used 
daily. We have five transmitters and five full 
time operators. It is possible through the use 
of this instrument to write a full credit report 
to the store, thereby eliminating a person in 
the store having to devote so much time to the 
taking of credit reports. Also, all requests for 
ledger information, from the stores using 
telautographs, are sent over this unit at the 
hours of 10:30 A.M. and 2:30 P.M. This in 
itself almost saves the price of the machine in 
time of an employee at each store. 
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(PICTURE OF BUREAU ON OPPOSITE PAGE) 


“The best thing besides speed that the telau- 
tograph does for stores in credit reporting 
is that it insures accuracy, and eliminates 
misunderstanding over the telephone. It also 
eliminates that human element of carelessness 
on the part of employees of the stores by not 
taking down all the information furnished by 
the bureau. And on the other hand, it puts 
the bureau on the spot by having a written 
record of just exactly what was given in the 
report. This makes our operators more care- 
ful in giving all information, or in other words, 
a complete report, not leaving out any perti- 
nent factor. 


“Over these machines, it is possible to write to 
one store or any group of stores or the entire 
group atone time. All warnings sent out over 
the credit men’s SOS system originate from 
this department, and are written to the entire 
group of eleven stores with one writing. This 
insures the transmission of this valuable in- 
formation with the greatest possible speed. 


“During the year 1936, 58,083 reports were 
given over these machines, and 99,708 refer- 
ences were cleared via the machines.” 
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6th & Mitchell 


36 Bureaus and 212 Stores Are Now Using This System 


With Telautograph Rates Averaging About $1.00 Per Day Per Store 
Connected—Some Bureaus and Some Stores Have Not Yet Ordered! 
Remember—Telautographs Require Only ONE Person’s Time to 


Send or Receive Messages—and an Indelible Record Remains! 
“The Telautograph . 


MARCH, 


1938 


Mr. E. Kant, Credit 
Manager, wrote to us 
as follows— 


“As you no doubt know 
from the article, Telauto- 
graph service plays a major 
part in our credit offices and 
we are always willing to 
give credit where credit is 
due.” 





AND FROM MILWAUKEE COMES THIS! 
After Seven Years of Telautograph Service 
Connecting Ed. Schuster’s ; Great Stores With the Bureau 


Mr. Kant, who is also 
a Director of the Na- 
tional Association, in 
an article published in 
“Credit World,” Octo- 
ber, 1937, said: 


“If a case cannot be han- 
dled from the information 
on file, a message is imme- 
diately written over the 
Telautograph and an answer 
is returned in slightly over 
one minute average time.” 








Telautographs at Merchants Retail Credit Ass’n, Dallas, Tex. 


. affords us the opportunity of hav- 


ing the desired information conveyed from the central rec- 


ords in a minimum of time.” 


From Crepitr Wor_tp—Octoser, 1937. 


WE HAVE 45 BRANCH OFFICES AT YOUR SERVICE!! 
DEPENDABILITY 


ECONOMY 


TELAUTOGRAPH CORPORATION 


FACTORY AND GENERAL OFFICES: 16 WEST SIXTY-FIRST ST., 
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NEW YORK, N. Y. 


FRANKLIN 








General Chairman 


Frank & Seder, Inc. 





E. J. Fiscner 
Attendance 


A. J. Mansmann Co 





T. L. Forp 
Hotel Reservations 
Boggs & Buhl, Inc. 





J. L. Grurresrre 
Exhibits 
J. L. Gillespie Co. 





D. H. Gotpman 
Advisory 
Rosa Goldman Co. 


Joun Gwver 
Printing 
John Gwyer Press 





BLacksTon? 


Pittsburgh Convention & 


H. E. Wirson H. C. Ence. C. Guy Frrcuson 
Vice-Chairman McCreery & Company 
and Entertainment President, Retail Credit 


Pittsburgh Expects You 
In June! 


HE RETAIL CREDIT ASSOCIATION OF 

PITTSBURGH is making plans for a record at- 

tendance of the Retail Credit Fraternity when the 
annual Convention meets at the Hotel William Penn in 
that city June 21, 22, 23 and 24. 

General Chairman Blackstone has named his Com- 
mittees and they are working assiduously in an effort to 
eclipse anything the National Association has done in the 
past in the way of attendance and activity. 


Advance registrations indicate there will be at least 
1,500 delegates from the various units of the National 
Retail Credit Association and the Associated Credit Bu- 
reaus of America. 


The Committee Chairmen are named on this page, and 
there are more than one hundred serving with them on 
the various Committees. 


No member can afford to miss the benefits of’ pro- 
gressive credit ideas that will be presented at the 1938 
Convention. 


Improve your credit knowledge through personal 
contacts and interchange of ideas 








A. O. (Tony) Frey Cuartes R. (Reggie) Wirson R. W. Stoan 
Convention Director Sales Manager Transportation 


Tourists Bureau 


Secretary, Retail Credit 
Association of Pittsburgh 
Gimbel Brothers Association of Pittsburgh Manager, The Credit Bureau, 
Inc., Pittsburch, Pa. 


Hotel William Penn Reymer & Bros. Inc. 


A. C. Dunn 
Reception 
John M. Roberts & Son 
Company 





W. B. McConnetr 


Registration 


Meyer Jonasson & Co 





H. W. Leonarp 
Publicity 
Joseph Horne Co. 





C. G. Kaessner 
Group Conference 
Kaufmann’s 





Mrs. A. R. Joyce 
adies 
Shields Shop 


Cc. W. Orwic 
Finance 


Commonwealth Trust Co. 

































Some Things Improve With Age-- 
But Not Accounts Receivable! 





A typical wine cellar 


Many things improve with age. Wine, for instance. 
Years of aging and careful handling give it the flavor 
and bouquet which delight the palates of connoisseurs. 


But the passing of time does not enhance the 
value of the delinquent accounts receivable on your 
books. On the contrary, time takes its toll through 
the depreciation in the value of delinquent accounts 
—depreciation that sets in quickly and surely—de- 
preciation at a rate much greater than that on your 
house or on your car, on your furniture, your fix- 
tures and equipment. 

Merchants and professional men too often hold 
on to their delinquent accounts too Jong before they 
enlist the aid of an outside “specialist” who is a 
master in handling delinquent accounts. They for- 
get that there is a profit vanishing point in every 
delinquent account and that an actual loss sets in 
soon after the profit has vanished. 

If you hesitate to call in a “Collection Specialist” 


because of the fee that he charges, remember that 
your delinquent accounts in their present condition 
represent a potential loss and the longer you wait 
before you do call in the specialist, the greater the 
loss will be. 

The Collection Service Division of the Associated 
Credit Bureaus of America, Inc. is a national organ- 
ization, composed of 500 “Collection Specialists.” 
They are ready and willing to serve you. They use 
the most modern equipment and methods. They 
are honest and efficient and they do collect if it is 
humanly possible to do so. 

Arrange for a consultation with your “Collection 
Specialist,” today, in your office. He will be glad 
to call and there will be no consultation fee. Write 
us if you do not know his name. 


COLLECTION SERVICE DIVISION 





EXECUTIVE OFFICES 
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of the 
Associated Credit Bureaus of America 


Affiliated Bureaus of the National Retail Credit Association 


SAINT LOUIS 
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January, 1938 
versus 
January, 1937 


se ] 


( cent, credit sale during January decreased 2.1 per 
cent, credit sales 1.3 per cent and total sales 1.8 
per cent as compared with January, 1937. These 

decreases were again attributed to a general decrease in 

employment throughout the country. Merchants are 


optimistic regarding the future and an improvement in 
retail business is expected beginning in March. 











HIGH-LIGHTS—CREDIT SALES 
29 Cities reported decreases. 
1.3% Was the average decrease for all 
cities. 
23.0% Was the greatest decrease (Mount 
Clemens, Mich.). 
40 Cities reported increases. 
26.9% Was the greatest increase (Cincin- 
nati, Ohio). 
3 Cities reported no change. 








Seventy-two cities, representing 24,228 retail stores, are 
included in this compilation. 

Collections were off 5.0 per cent in Augusta, Me., while 
credit sales increased 5.0 per cent and total sales remained 
unchanged. Working conditions appear a little more 
stable and prospects seem fair for the next two or three 
months. . . . Collections were off in Lewiston, Me., due to 
a decrease in industrial activity. . . . Collections and credit 
sales were off 10.0 per cent respectively in Manchester, 
N. H., as a result of continued unemployment. General 
improvement is expected within the next 30 days. 

Collections were off in the New York and Pennsylvania 


The Barometer of Retail Business 
Credit Sales and Collection Trends 


Compiled by Research Division 
National Retail Credit Association 
Arthur H. Hert, Research Director 


area for the second consecutive month. Credit sales ranged 
from a decrease of 4.0 per cent in Utica, N. Y., to “no 
change” in Pittsburgh. Many steel mills were closed 
down in Pittsburgh while others were operating at about 
20.0 per cent of capacity. 

Collections were off 2.0 per cent in Clarksburg and 
Charleston, W.Va. There was a decrease in operations 
of industrial plants and coal mines. 

Collections remained unchanged in Jacksonville and 
Fort Lauderdale, Fla., during January. Fort Lauderdale 
reported: “Merchants have been too busy selling to pay 
much attention to collections. Now it is necessary to look 
to their collections to meet their bills and they find that 
their negligence has made collections more difficult. Those 
merchants who have sold on ability and willingness to 








HIGH-LIGHTS—COLLECTIONS 


49 Cities reported decreases. 
2.1% Was the average decrease for all 
cities. 
35.0% Was the greatest decrease (Mount 
Clemens, Mich.). 
19 Cities reported increases. 
20.0% Was the greatest increase (Ada, 
Okla.). 
4 Cities reported no change. 








pay find their collections above the average.”’ Credit and 
total sales, however, were good. 

Credit sales and collections were off 5.0 per cent re- 
spectively in Frankfort, Ky., due to industrial plants clos- 
ing down or operating on reduced schedules. . . . Lexing- 
ton, Ky., however, reported a 2.0 per cent increase in col- 
lections while credit and total sales remained unchanged. 
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A large tobacco crop was reported with good prices. . . . 
St. Louis reported collections off 1.5 per cent. 

In Bay City, Mich., collections, credit and total sales 
were slow as a result of the closing of local automobile 
plants. . . . Collections were off 35.0 per cent while credit 
sales were off 23.0 per cent in Mount Clemens, Mich.— 
the greatest decrease of all cities reporting. These de- 
creases were the result of curtailed employment. 

Collections increased 7.5 per cent in Cincinnati, Ohio, 
while credit sales increased 26.9 per cent during January 
—the greatest increase in credit sales of all cities report- 
ing. . . . Collections were off 4.1 per cent in Dayton, Ohio 
—credit sales were off 2.2 per cent and total sales were 
off 1.0 per cent. This was attributed to a decrease in 
employment; also, the average unit sale was less than in 
1937... . Credit and total sales were only fair in Toledo, 
Ohio, as a result of a decrease in employment and a con- 
sequent decrease in income. 

Collections were slow in Cedar Rapids, Ia., and col- 
lections were off 1.5 per cent in Omaha during January. 
... Credit sales were slow in Rapid City, 8S. D. Mer- 
chants are optimistic regarding the future and an increase 
in credit sales is expected about March 1. It was reported 
that “a prospect of moisture and a good crop year would 
help this territory more than anything else.” 





In Las Cruces, N. M., collections were slow while 
credit and total sales were off 10.0 per cent respectively 
due to low prices of cotton. . . . Collections, credit and 
total sales were reported good in Ada, Okla. Merchants 
are using greater care in the extension of credit and a 
good deal of new work is going on locally. . . . Collections, 
credit and total sales were good in Tulsa, Okla.—one 
women’s specialty shop reporting an increase in credit 








HIGH-LIGHTS—TOTAL SALES 
25 Cities reported decreases. 
1.8% Was the average decrease for all 
cities. 
20.0% Was the greatest decrease (Toledo, 
Ohio). 
43 Cities reported increases. 
25.0% Was the greatest increase (Ada, 
Okla.). 
4 Cities reported no change. 








sales of 39.4 per cent. . . . Collections, credit and total 

sales continue to increase in Texas. Collections, credit 

and total sales were good in Borger, Tex. Most employ- 
(Continued on page 23.) 








Comparative Reports--By Cities-- January, 1938, vs. January, 1937 


[Seventy-Two cities -- representing 24,228 retail stores -- reporting] 












































Increase Increase Increase Increase 
District and City Collec- or Credit or District and City Collec- or Credit or 
tions Decrease Sales Decrease tions Decrease Sales Decrease 
1. Augusta, Me. Fair — 5.0 Fair + 5.0 7. Cedar Rapids, Ia. Slow — 5.0 Good +14.0 
Lewiston, Me. Slow - 0.1 Fair + vee Davenport, Ia. Fair + 0.4 Fair 7 css 
Boston, Mass. Fair — 0.8 Fair ee Des Moines, Ia. Slow — 3.2 Fair +... 
Lynn, Mass. Fair — 1.6 Fair er Sioux City, Ia. Fair — 2.7 Fair ee 
Worcester, Mass. Slow - 29 Fair oo Duluth, Minn. Good + 1.0 Good Pe 
Manchester, N. H. Fair —10.0 Slow —10.0 St. Paul, Minn. Slow — 0.1 Slow sats 
Providence, R. I. Fair - 1.5 Slow -15.0 Omaha, Neb. Fair — 1.5 Slow —... 
Average Fair ~ $3 Fair - 66° Rapid City, S. D. Fair Pixs Slow re 
2. New York City Good ~ 16 Good +... Average Fair — 1.6 Fair +... 
Syracuse, N. Y. Fair —- 18 Good re * 7 ee : 
Utica, N. Y. Slow - $5 Slow — 4.0 a yr ee M. 34. + Fron rma conn 
Erie, Pa. Good -1.0 Fair + 1.0 Tulca, Oki yee Good _ 
Pittsburgh, Pa. Fair -1.0 Fair Nochg. hie te, — 7S +e 
Reading, Pa. Slow — 4.7 Fair P wwe eee Slow ~ 5. Slow = on 
Velen fe Slow ae rel 55 Austin, Tex. Good + 3.4 Good +11 
’ ; —s ; : ‘ Borger, Tex. Good +14.0 Good +15.0 
Average Fair — 3.0 Fair - 2.1 ger, vo : 
: . Dallas, Tex. Slow = 34 Slow - 14 
3. Baltimore, Md. Slow ~ 11 Fair +... Fort Worth, Tex. jood «6 + 3.5 Good + 2.2 
Clarksburg, W. Va. Fair — 2.0 Fair — 3.0 Galveston, Tex. Slow — 5.6 Slow — 43 
Charleston, W. Va. Fair —- 2.0 Fair + 25 Houston, Tex. Fair -~ 0.9 Fair + 0.7 
Average Fair we” J Fair ~ 0.2 San Antonio, Tex. Slow - 20 Slow “£45 
4. Fort Lauderdale, Fla. Fair No chg Good +18.0 Waco, Tex. Fair - 27 Good + 4.4 
Jacksonville, Fla. Fair Nochg. Fair No chg Average Fair + 0.4 Fair + 2.4 
Charleston, S. C. Fair Nochg. Fair —10.0 : - 
Average Feir Nochg. Fair + 26 9. Denver, Colo. Fair - 1.9 Fair + 4.0 
5. Little Rock, Ark Good +13 Fair + oe a eS a 
tee wenn Ky ° Fair . $0 Fair i $0 Casper, Wyo. Good + 4.3 Good Pisce 
Lexington, Ky. Good +20 Fair Nochg Teen ae — — = fe 
. ’ ° A my . ‘ P Torrington, Wyo. Slow —10.0 Slow —10.0 
Kansas City, Mo. Fair — 0.8 Fair ee Average Fair <n Fai ~77 
St. Louis, Mo. Fair - 1.5 Fair +... . ~4 . 
Average Fair — 0.8 Fair - 2.5 10. Lewiston, Ida. Slow —-15.0 Slow 12.5 
6. Decatur, III. Good + 5.0 Good + bas Portland, Ore. Fair - 0.4 Fair + 
Joliet, Ill. Fair x Slow mit Aberdeen, Wash. Slow oe tT Slow “ees 
Bay City, Mich. Slow ~~ £2 Slow — 40 Spokane, Wash. Fair ~ oa Fair + swe 
Detroit, Mich. Fair — eo Slow -15.8 Vancouver, Wash. Slow - 3.7 Slow + 2.0 
Grand Rapids, Mich. Fair + 1.0 Fair - 2.0 Average Slow  _-5.0 Slow — 5.2 
Mount Clemens, Mich. Slow -$5.0 Slow —23.0 : 
Cincinnati, Ohio Gt +93 Gm «oo |* eS Good +06 Fair ~~ 20 
en aa li ie Santa Barbara, Calif. Good +20 Fair  - 3.0 
Dayton, Ohio Fair - 41 Good - 22 Saye — = = —— 
Toledo, Ohio Fair — 5.0 Fair —10.0 12. Vancouver, B. C. Good + 0.6 Good * can 
Milwaukee, Wis. Fair - 2.8 Good ae Victoria, B. C. Good Nochg. Good + 1.0 
Average Fair - 42 Fair — 43 Average Good + 0.3 Good + 0.5 


*Nore: Figures for Texas cities, with the exception of Borger, from Bureau of Business Research, University of Texas. 
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CREDIT DEPARTMENT LETTERS 






By DANIEL J. HANNEFIN 
VV 


NE of the secrets of effective collection letters 
(and other mediums) is variation—‘changing the 
step,” so to speak, to vary the monotony of those 
old “Please Remit” appeals. 

It may be a variation in the get-up of a letter. It may 
be a new type of message or appeal; it may be the break- 
ing in of a printed piece just to vary the series. 

In this month’s display (shown on the next page) are 
Take for 


instance, the Loveman Letter—Figure 1. It is short. It 


several exceptionally good collection pieces. 
is courteous. It states its message clearly and unmis- 
takably yet in friendly language. That’s a good will 
builder, that letter. 

Stack & Company “change step” on collection effort 
with an ingenious little printed slip which is stapled onto 
the face of the statement. This slip (Figure 2) combines 
a clear restatement of terms with a polite request for 
payment. 

The letter in Figure 3 is a different kind of letter, sent 
in by Mr. W. F. Bradley, Credit Manager of Gump’s, 
San Francisco, with this explanation: 

“Enclosed is a letter we use on charge purchases 
(mostly small purchases) made by customers who have 
no charge accounts but who charge the purchases think- 
ing that they have. 

“We find this a frequent occurrence in our business, 
probably due to the fact that our clientele, being of a 
highly responsible type, and having charge accounts at 
most of the downtown stores, are prone to forget at 
which stores they do not have accounts. This letter has 
also been used on larger purchases, a credit check-up, of 
course, first being obtained from the credit bureau. 

“Inasmuch as results speak for themselves, you will be 
interested in knowing that of many hundreds of such let- 
ters sent out, we have yet to receive a single ‘kick-back.’ 
The gratifying part of it is that complimentary replies are 
being continually received from the customers. 

“Tt results in accounts being properly established and 
rectifies incorrect spelling on the books.” 

As a good will builder, that letter would seem to be 
worth while. 

Figure 4 is a statement used by Stix, Baer & Fuller 
Company with, according to Sig. Wolfort, Credit Man- 
ager, excellent results. The unique part of this statement 
is the two small flaps die-cut at the bottom of it. The 
flap which reads “Please” has this wording on the inside: 
“Cooperate With Our Credit Department” while the flap 
reading “Why?” carries this message on the inside: “To 
Fully Enjoy the Advantages of Your Charge Account.” 
This statement is printed on white paper but there are 
two others on different colored paper and using different 
messages which are used on accounts in varying stages of 
delinquency. 
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Figure 5 is a variation of the “annual audit”’ idea which, 
Mr. Wolfort says, has been very successful. Notice 
that while the form asks for information it also has a 
space for remittance or definite promise of payment. An- 
other variation is that it is signed by the “Audit Com- 
mittee.” That makes it sound genuine and gives it im- 
portance in the eyes of the debtor. 

The letter in Figure 6 is a public utility letter designed 
to overcome the habit of some customers of letting bills 
run a month behind. This letter could also be used by 
retail stores. 

It was taken from the Puget Sound Power Company’s 
“Credit and Collection Correspondence Manual,” orig- 
inated and produced under the supervision of Mr. R. Wm. 
Peterson, Credit Manager. 

This manual is quite complete. In addition to routine 
instructions, it has sections and actual forms devoted to 
Appreciation Letters; Closing Bill Letters; Closing Sen- 
tences or Paragraphs; Collection Letters: Deposit Let- 
ters; Discontinuance Letters; Letter Analyses; Letter- 
heads and Copy Sheets; Merchandise Letters; Miscel- 
laneous Letters; Novelty Collection Letters; Opening 
Sentences and Paragraphs; Seasonal Letters; and Stock- 
holder-Customer Letters. 


ae & * * 


“Better Letters” Service Is Back 


In response to the demands of former subscribers, we 
have revived the “Better Letters’ Service, a monthly 
service which brings to subscribers new letters (originally 
written) and letter ideas and suggestions each month. 

You who read these pages each month have, no doubt, 
many times wished for such a service. The Better Let- 
ters Service will bring you: 

1. Each month—a four-page “Better Letters” Bul- 
letin, crammed with thought-provoking suggestions and 
ideas, ideas that will make you think and write better 
letters. 

2. Each month, copy for one new letter to solicit new 
charge accounts or new credit customers; also copy for 
one new letter to revive inactive accounts. 

3. Every three months—copy for six new collection 
letters. 

4. The right to submit any of your letters for expert 
revision, suggestions or criticism. 

All material in this Service is written by the author of 
this page. The special introductory price is $15.00 a year. 

Order it on approval, with the assurance that if it is 
not satisfactory in every way you may return it and the 
bill will be cancelled. 


* * * * 


Twenty-Sixth Annual Convention—Pittsburgh, Pa. 
June 21, 22, 23 and 24, 1938. Hotel William Penn. 
Make your plans now to attend. 
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Loveman, Joseph & Loeb 
Birmingham, Ala. 


EXECUTIVE OFFICE 
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This little reminder is sent 

Qs & mocse 
of service, and good will, and with = 
confident expectation that you will respond 
in the same friendly spirit, 


Respectfully yours, 





1900-11 TOWER AVE. 
SUPERIOR, wis. 
TELEPHONE 
BROAD 1100 


STACK & COMPANY 


“THE STORE OF SERVICE” 
SUPERIOR, WISCONSIN Jane 25, 1956 


IN ACCOUNT 
wits ¥ 


Mre John Doe 
2020 East 10 
Superior, Wisconsin THE LAST 
AMOUNT 
1’ THE 
COLUMN 8 
BALANCE 
UNPAID 
AMOUNT PLEASE BETURN THIS STUB WITH YOUR REMITTANCE 








DATE 





AMOUNT PAID CK. NO. 


= —— = === 
Date DESCRIPTION Folte CHAROES CREDITS 
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For some time, when opening Charge Accounts and when rendering 
we have lated that payment should be made in full, by 





thd 15th of each month, for purchases ol the preceding month. 














The enclosed statement, showing an unpaid balance from the pre 
‘ 


ceding month m7 have escaped your usual prompt attention and for 1 
this reason we are calling it to your attention 


If we are in error in any way, we shall be glad to have you call the 
matter to our attention 


oe STACK & CO.. Inc. 











VeLsruens STATEMENT 


CENTRAL 6500 


STIX, BAER AND FULLER COMPANY 


GRAND-LEADER 


ST. LOUIS 





Balance 


PLEASE ! 








The Annual Audit of the STIX, BAER & FULLER COMPANY'S outstanding accounts hes 
been completed. May we have the following information. 


C is correct 
BALANCE DUE AS OF JANUARY 25, 1938 (1) is not correct —_ 
1 herewith enclose my check for 
Account will be paid in full (date) 
SIGNATURE 


Please sign this card and return in the enclosed envelope. 
Thank You Audit Committee 
STIX, BAER & FULLER CO. 


rom a2 em 108 


PUGET SOUND POWER & LIGHT COMPANY 


302 ELECTRIC BUILDING SEATTLE, WASHINGTON 


CREDIT DEPARTMENT 





GUMP’S 


250 POST STREET, SAN FRANCISCO 2200 KALAKAUA AVENUE, HONOLULU 


February 12, 1938 


Mrs. John Smith 
100 Market Street 
San Francisco, California 


Dear hirs, Smith: 


Thank you for your purchase of the vase 
which has been delivered. 


You requested that this purchase be 
charged to your account, but we are unable at the moment 
to find a record of it on our books. It is possible 
thet the account may be carried under « former address 
or your name listed under another spelling, 


In order that this purchase and future 
purcheses may be properly established on our records, 
will you please fill in and then return the enclosed 
blank. 


It has been a pleasure to serve you and 
we look forward to seeing you in Gumps often. 


Yours very truly 


DAG Le 


Credit }.anagor 
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January 8, 1957 


© 


Tou may notice upon receipt of your mont! service b 
411 
they include a previous month's > tg — 


between then and the next meter reading date, By owing 
° fol. thi 
preferred plan your monthly statements thereafter will include 4 7 


Please be assured that it is our constan 
it endeavor to show our 
a eed patronage by making available an economical 
en 8 to utili 
“hectwleity 4a to u ze the many conveniences of 


Yours very t 


R. Wm. Peterson, Manager 





























NSTALLMENT credit has been held largely respon- 
sible for the depression of 1929 and has likewise been 
upheld as the one “safe and sound” form of credit 

used during that time. There are stores using installment 
credit solely, or in large part, to produce volume, and 
there are others who frown upon it as a poor relation. 
All of this must be forgotten for the moment, while we 
consider whether or not this type of credit is under proper 
control, and if not, what should be done about it. 


Installment credit was, originally, credit extended over 
a period of time, with agreed payments on agreed dates, 
but for some reason or other, the term “Installment” 
seemed to lose caste and the budget plan was introduced, 
also contract accounts, ten-week plan, five-week plan, 
the weekly plan and various others, depending upon the 
ingenuity of the one devising them. But, whatever the 
term used, it still comes under the classification of ‘“In- 
stallment Credit,” and it appears that a large number of 
open accounts are in reality, installment accounts, because 
the customer makes them so. 


I have asked the question several times recently, how 
many customers pay regularly and in full within thirty 
days after receiving statement? In other words, how many 
accounts are, strictly speaking, monthly accounts? There 
seems to be a lack of knowledge on the subject, and esti- 
mates have ranged all the way from 10 to 50 per cent. 

Based upon observation of a great many credit reports 
handled during the past seventeen years, it is my opinion 
that 25 per cent is optimistic, and that 15 per cent would 
probably come closer to the actual figures. If such is the 
case, and 85 per cent of our accounts make only partial 
payment, or no payment at all, during the month follow- 
ing receipt of statement—aren’t they in fact installment 
accounts, but without the many protective features and 
the definite agreement that the ordinary installment ac- 
count carries? 





The average citizen is honest, but the average citizen is 
not a good manager. Notice, we do not say that he is 2 
poor manager, but we do say that he is not a good man- 
ager. He is not inclined to plan ahead, to budget his 
finances, to provide a reserve for emergencies, and too 
often, he does not keep his current obligations within his 
current income. 


It used to be said of children at the table, “that their 
eyes were bigger than their tummys,” and that is alto- 
gether too true of a large number of our customers. Their 
desires exceed their ability, and too often their desires are 


*An address before the Joint Conference of Districts Three 
and Four, Nashville, Tenn., February 13-16, 1938. 
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Proper Bureau Records 
On. Installment Accounts 


By L. S. GILBERT* 


Manager, Credit Service Exchange, Atlanta, Ga. 


gratified because of our inclination to sell without proper 
consideration of the customer’s ability to pay, and, if we 
come within that category, then we must be classed as poor 
managers. 


This person, who is called not a good manager, is also 
said to be extravagant, or living beyond his income, but it 
amounts to the same thing. He is inclined to buy more 
than he is able to pay for, and when it happens that he 
has overbought, and has committed himself for more than 
his income warrants, it is the open account creditor who 
suffers most. The installment creditor is in better posi- 
tion to get his money. 

The average individual lives pretty much according to 
a pattern; one that is prescribed for him, or one that he 
works out for himself. He does about the same things 
every day—thinks the same thoughts, and when he is sud- 
denly confronted with something outside of the regular 
routine, he must stop and consider, and the chances are 
that his decision in the matter will be governed by the 
habits he has already formed. As applied to credit this 
gives distinct advantage to the installment or contract ac- 
count. It is said that such accounts are paid promptly 
because the customer is subject to surrender of the mer- 
chandise if he fails to pay, and no doubt this applies in 
some aggravated cases, but I think the ordinary install- 
ment contract is carried out because of a specific agreement 
set down in writing and thoroughly understood by the 
customer. It becomes a part of the pattern. 

An official of one of our largest banks, in talking to our 
association recently, said that he had found that the bor- 
rower at his bank who constantly renewed an open note 
could be changed over to a monthly repayment plan, and 
the loan would be liquidated promptly. 








Editor’s Note: 


Mr. Gilbert here presents a problem deserv- 
ing of much discussion and the earnest con- 
sideration of all credit granters. Knowing the 
extent of the prospective credit customer’s 
commitments, as well as of his “spendable” 
income, is really necessary to intelligently 
grant credit. 








We are agreed that the average citizen is honest. He 
wants to do the right thing, and with proper cooperation 
and barring unfortunate contingencies, he will. But, he 
cannot pay out $110.00 on a $100.00 income, and it is 
when he finds himself in that predicament, with pressure 
being brought to bear upon him that he deserts the honest 
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class and becomes what we might call a fugitive from 
creditors. 


“Bureau Records on Installment Accounts”: Based 
upon limited observation and considering the subject in its 
largest sense, it can be said they do not exist. I reviewed 
the first fifty reports coming into our office from other bu- 
reaus after starting work on this paper, to determine: 
First, whether or not installment accounts were classified 
as such, and distinguished from open accounts; second, if 
on such accounts the amount of monthly or weekly pay- 
ments were shown. This very limited survey showed, 
that, of the total accounts listed in all the reports, 13 per 
cent were installment, of one type or another, and of this 
13 per cent—26 per cent showed the amount of the con- 
tract payments. ‘Thirty of the reports showed no install- 
ment accounts at all, while the balance showed a ratio of 
five open accounts to three installment accounts. Most of 
the reports were from the Southeastern bureaus, although 
a few were from the East, North and Southwest. 


Admittedly the survey is too meager to establish any 
worth-while facts ; except one, and that is, that we are not 
doing a good job of reporting installment accounts, be- 
cause if we were, these fifty bureaus, almost without ex- 
ception, would have shown one or more installment ac- 
counts in their reports. It is believable that not even the 
majority of these people were buying furniture, an auto- 
mobile, or a home on installment payments, as they are 
generally regarded, but it is safe to say that somewhere in 
the credit transactions of all of them, there is some type 
of broken-payment credit accounts. 


Now it is possible that this is “much ado about noth- 
ing,” and that it isn’t necessary for bureaus to change 
their present methods. The fact that there has been no 
general discussion of the subject heretofore would indicate 
that report users h2ve not been conscious of an unfilled 


need in that respect, but granting that it has not been a_ 


problem and may not even be a problem today, it is easy 
to assume that it will become one in the not-far-distant 
future. Credit, other than the regular thirty-day account, 
is coming into more general use. 


We discussed, at this conference two years ago, the 
probable effect of long-term financing sponsored and in- 
sured by the Federal Government. There can be little 
doubt that it altered the conception of installment credit 
and, probably more important, it popularized installment 
credit with a class of people who had not formerly bought 
on that basis. In other words, it brought into installment 
fields a class of buyers who had formerly bought only on 
open account and who in some cases, considered install- 
ment buying as beneath their dignity. 

At any rate, we find today that broken payments, what- 
ever they may be called, are more popular than ever and 
are in greater demand. Our best houses, of long estab- 
lished reputation as open account credit houses, are being 
solicited for divided payment accounts by some of their 
best customers and competition of others already in the 
field is forcing them to comply or lose the business. 


Broken payments in men’s stores are becoming more and 
more popular, and department stores are introducing bar- 
gain basements, and other lower-priced departments in 
which they use some form of contract accounts. Once 
started, these things are inclined to infiltrate through the 
entire establishment unless the strictest barriers are set up 
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to bind them within certain limits and even this is done 
at the risk of jeopardizing good business. 


The Department of Commerce Retail Credit Survey 
for 1936 showed that installment credit had advanced 
from 12.8 to 14 per cent, an increase of 1.2 per cent over 
the country as a whole, over the preceding year. The 
tendency is toward more installment credit in its various 
forms. 

We have long heard of the three “C’s” of credit—char- 
acter, capital, and capacity. Character is a back-log and 
controlling influence in all consumer accounts. Capital is 
too often an altogether missing element; but capacity is 
something we can tie to. It is tangible, and may be re- 
duced to a mathematical formula. Let’s give it another 
term—let’s call it spendable income, because it is fairly 
simple to arrive at the amount of spendable income an in- 
dividual may possess. 


We are considering now the average citizen, the one 
who is honest, but not a good manager, and in arriving 
at his spendable income we are stripping him of all un- 
usual conditions and encumbrances. He has an income 
and he has a family to support. 


Spendable income, then, is that portion remaining after 
deducting fixed living expenses and commitments. To re- 
duce to a mathematical formula, we will let “A” repre- 
sent income, “B”’ fixed living expenses, “‘C’’ commitments 
and “X” the unknown quantity—spendable income. And, 
we have A minus B minus C equals X. We have an in- 
come of $150.00, living expenses $100.00, commitments 
$25.00, and we have $150.00 minus $100.00 minus $25.00, 
leaving $25.00 as spendable income. And this is where bu- 
reau records should come rather prominently into the pic- 
ture. 


Credit Control is supposed to function around the credit 
bureau, where consolidated records are kept, showing the 
indebtedness and bill-paying habits of the community. If 
we are correct in forecasting the increased use of install- 
ment credits, and establishing the importance of ascertain- 
ing spendable income, the bureau must go farther than it 
has gone, according to our survey, and show in all cases 
the amount of commitments on installment accounts. So 
far as the bureau and its members are concerned, it is a 
simple operation, it being only necessary to add another 
column in the usual trade report showing the amount of 
contract payments. 

It would be a simple matter then to add these up, take 
into consideration probable living expenses, and deduct 
the whole from the income as shown, and we could see at 
a glance the amount of spendable income remaining which 
might be applied on the purchase of additional merchan- 
dise, on either open or installment accounts. It is a sim- 
ple operation for the bureau and its members, providing 


, there is complete cooperation, but there is another element 


entering the situation, which, because we are dealing with 
installment credit, is of considerable importance. That is, 
non-members of the bureau. 


In every. community, we have what might be called 
“fringe” merchants. They are the ones who are located 
on the edges of the retail district, who reach down into a 
lower strata of credit risks for their customers, and who 
sell almost entirely on the installment plan. These mer- 
chants are either not members of the bureau, or use the 
(Continued on page 31.) 
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DEPARTMENT STORES | DEPARTMENT STORES WOMEN’S SPECIALTY FURNITURE STORES Ss 
DISTRICT (Open Accounts) (Installment Accounts) STORES (Installment Accounts) Y 
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Springfield, Mass. 56.6 /62.0 |51.3 [57.1 |63.0/51.2915.7 |20.1) 11.3 19.1 | 248)13.5154.7 |60.8 }48.6/52.8)603)453) — | —]} — —|-#|- 
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New York City 52.1 |60.6/41.5/53.3/61.2|42.6916.8 |33.0/1 18 }183|257 |13.6 148.1|56.0|410)470/59.1/427) — | — | —] — | 86) -B} -—] - 
Pittsburgh, Pa. 48.1 |51.8 |43.6/49.7 | 52.2/47.4}15.0 19.3 |12.1117.5/22.5) 13.9 147.3/518 |398/48.1|/52.2)}402] — | —| —] —| —| -¢ie16}66. 
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4 Birmingham, Ala. 39.3 |43.4/37.2 1425 | 45.4 |38.7 $17.2 |17.0 [16.7 [17.8 |19.2)15.2 1367 |40.0/33.4 134.7 |35.0|34.591 1.1 |12.0) 9.5 }120 113.2\107 
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The Charga-Plate As a Successful 


Group Operation in St. Louis 


By SIG. WOLFORT* 
Credit Manager, Stix, Baer & Fuller Company, Saint Louis 


SYSTEM so very much worthwhile as_ the 

Charga-Plate is, 1 believe, of sufficient value to 

retail establishments as to have time on our con- 
ference program, and after a year-and-a-half of operation 
with this new method of doing charge business, some of 
our conclusions in St. Louis may be of interest to you. 

In October, 1936, the six leading retail establishments 
in St. Louis established this new convenient community 
Charga-Plate System: Famous-Barr Company; Scruggs- 
Vandervoort-Barney, Inc.; Stix, Baer & Fuller D. G. 
Company; Kline’s, Inc.; Sonnenfeld’s; and T. W. Gar- 
land’s, Inc. Inasmuch as a group of stores were cooperat- 
ing, a central office was created, adjacent 
to the Credit Bureau and, in keeping 
with our merchants’ policy in St. Louis, 
this new endeavor was placed on its feet, 
incorporated and staffed with a personnel 
that we feel is doing a splendid job. 

Shopping has been made more easy to 
more than 100,000 customers of our 
member stores, and the consensus of 
opinion is that in a measure this is the 
link merchants have been seeking for an 
improved method or system whereby the 
shopping of their charge customers might 
be simplified and made more convenient. 

In order that you may understand 
more fully the Charga-Plate System, I 
will divide my remarks into: 

First: What it is. 

Second: How it serves the public—and the store. 


What It Is 

First: The Charga-Plate, in a simple explanation, is a 
small metal, non-tarnishing, alloy plate embossed with the 
customer’s name, address, and code number, bearing on the 
reverse side, the facsimile signature of the customer or, if 
an authorized buyer, such buyer’s signature. The plate is 
notched both top and bottom. These notches, being cut 
in position to fit pins located in each addresser in the 
member store, are the control features of the Charga- 
Plate. 

An exclusive combination of notches is given to each 
group installing Charga-Plate, each member store having 
an individual exclusive position preventing a plate other 
than those issued or notched by a particular store being 
used in its addressers. Each Charga-Plate is enclosed in 
a stitched edge imitation leather case, presenting an at- 
tractive appearance for the convenience of the customer. 

Each member of our group in St. Louis is supplied with 
a sufficient number of addressers in order that they may 
be located conveniently throughout the store. The Charga- 
Plate is inserted for printing the customer’s name on the 
sales ticket and tissues, all imprints being made at the 


*An address before the Seventh District Conference, Topeka, 
Kan., February 13-15, 1938. 
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same time. Five to ten seconds usually complete this part 

of the transaction. 

It is important here to observe that this printed sales- 
check is one of the improvements in handling charge 
transactions we have been seeking for over 50 years. This 
imprint is clear, legible and accurate. Our Central Of- 
fice in St. Louis is equipped with a Graphotype, or plate- 
making machine, also a plate straightener, notchers, ad- 
dressers and files containing now some 110,000 names. 

How It Serves 

The more interesting view of the Charge-Plate System 
is how does it serve? Briefly, I will first approach this 
problem for you from the point of view 
of how it serves the customer: 

1. It provides faster service. While 
handwritten names and addresses may 
take several minutes, Charga-Plate 
requires only a few seconds. 

2. Eliminates wrong addresses and mis- 
takes in spelling, billing and deliv- 
eries. 

3. The Charga-Plate serves as an identi- 
fication anywhere. 

4. It is convenient and simple, avoids the 
necessity of being asked to repeat 
spelling of name and address. It elim- 
inates embarrassments. We have had 
contact with more than 100,000 cus- 
tomers in St. Louis and have received 

many hundreds of letters such as this: 

“Dear Charga-Plate Associates: 

“Please send my new plate with my new address. | 
shall appreciate having the Charga-Plate as it will facili- 
tate my Christmas shopping. It is a wonderful conveni- 
ence.” 

Another customer wrote: 

“The Charga-Plate was received and I thank you very 
much. It is a wonderful service and makes shopping a 
pleasure.” 

An out-of-town customer recently wrote: 

“We find the Charga-Plate a great convenience when 
shopping, as we never have any time to waste when in St. 
Louis. We want two extra plates, one for my husband 
and the other for my mother.” 


I could go on and on, but may I leave the comments 
of our customers with this remark from an engineer from 
Rolla, Missouri: 

“Thanking you and congratulating you upon this new 
idea, I am,” 

The service the Charga-Plate renders the store is mani- 
fold. I speak to you today as one who gave this System 
considerable study before it was adopted, and my con- 
clusions say: 

1. It builds, for our institution, an increased business 
from our present customers due to the convenience to the 
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customer as I have previously enumerated; it has de- 
veloped or increased interest on the part of inactive ac- 
counts during what may be called business recession ; dur- 
ing this Christmas Season we feel we more than held our 
own and give no little credit to the convenience of the 
Charga-Plate as an incentive to the customer to buy where 
the Charga-Plate could be used. 

2. The building of customer good-will, the convenience 
of authorized buyers to use customer’s account and the 
customer’s increased understanding that continued posses- 
sion and privileges of the Charga-Plate are evidence of 
good credit. This all adds to the prestige of our institution. 

Or, again, the Charga-Plate serves the store from the 
angle of permitting the salesperson to efficiently speed up 
service to more customers and reduces congestion at busy 
spots as completion of all necessary details in handling 
the charge customers is greatly expedited. From experi- 
ence, we know of the many embarrassments to both cus- 
tomer and salesperson in handling difficult names—usually 
to the store’s loss—and as the Charga-Plate eliminates 
this feature, I emphasize that it creates an improved 
morale among our salespeople. 

Our institution in St. Louis has problems in delivery, 
in like manner as other department stores throughout the 
country, but I would like to have you go with me to our 
delivery department and talk to those in charge and learn 
with me that the printed name, making names and ad- 
dresses really legible, has “stepped up” deliveries and al- 
most entirely eliminated wrong deliveries and returns, 
also “unable to locate”—until the printed name is being 
accepted as a guarantee that the customer not only bought 
the item being delivered, but will be found at the address 
shown. 

Our Delivery Superintendent says: “The Charga-Plate 
is a wonderful help to us in arranging packages for de- 


livery. Names ana addresses can be read at a glance and. 


our job is made easier. We are very much in sympathy 
with the Charga-Plate.” 

Another feature of value to the house is the reduced 
authorization expense, through a higher floor release. 
Those of you handling volume, especially on a sale day, 
can appreciate the value of any worthwhile method that 
accomplishes this result; or again, we find a material re- 
duction in our fraud losses and give the credit to Charga- 
Plate. 

Another feature of no little concern is that it provides 
a more positive control of employees’ accounts. 

In our billing department, we find an increased eff- 
ciency not only in sorting and posting, but in a very ma- 
terial reduction of billing errors. 

Our Personnel Department in dealing with our several 
thousand employees, finds that it is a very tangible thing 
to explain and simplifies the training of extras and, as a 
matter of fact, increases the efficiency of each salesperson. 
We find from practical experience that it provides a better 
check-up of sales efficiency. 

No doubt some of you may be concerned particularly 
with some feature of the Charga-Plate System that has 
not been as fully explained as you would like, and while 
I have purposely eliminated any reference to the cost of 
this System, I would be happy to give any information I 
may have on this subject. Such questions as you care to 
ask will be answered at the Department Store group 
meeting this afternoon. 
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Questions and Answers About Charga-Plate 


(Discussion at the Group Conference of the Seventh 
District Conference) 


QuesTION: “I would like to know whether or not you con- 
sider the Charga-Plate System a business getter from a promo- 
tional standpoint or a prestige standpoint?” 

ANSWER: (Mr. Sig. Wolfort, Stix, Baer & Fuller Company, 
St. Louis, Missouri) “Let Mr. Burris answer that first.” 

ANSWER (Mr. Burris, John Taylor Dry Goods Co., Kansas 
City): “Charga-Plate does establish prestige and is of con- 
siderable value as a business getter. We know it is true 
that people open accounts as a direct result of the issuing of a 
Charga-Plate. They come in and say, ‘Why haven't I received 
a Charga-Plate?’ or, ‘My friend received one; why didn’t I?’ 
In other instances, we have issued a Charga-Plate to some 
member of a card club, and nearly all members of that card 
club would subsequently come in and ask why they did not re- 
ceive plates. The Charga-Plate has great drawing power for 
new charge accounts.” 

ANSWER (Mr. Wolfort): “There has been some question as 
to whether or not we have experienced any difficulty in issuing 
Charga-Plates. No, we have not, for if a customer applies and 
we open a charge account, it is then easy to issue a Charga- 
Plate.” 

Question: “How do you go about withdrawing a Charga- 
Plate? Do you encounter any difficulties? What is your pro- 
cedure? Do you write letters to the customer?” 

ANSWER (Mr. Wolfort): “We have several ways of retriev- 
ing Charga-Plates, and we do not encounter any difficulties in 
doing so. First, we telephone; then, we write a letter; and if 
both methods are unsuccessful, we send a collector to pick it up 
when he is in that neighborhood.” 

Question: “Did you ever have a customer refuse to give up 
a Charga-Plate ?” 

ANSWER (Mr. Wolfort): “No. Sometimes, we encounter dif- 
ficulties when there is domestic trouble in the family. This 
causes a little delay, but we are persistent in our requests for 
the return of the Charga-Plate and, eventually, it is returned 
to us. In one case, it took us about two weeks to get one back 
from a woman who was mentally unsound and who was buying 
too much merchandise, forcing us to ask for the return of the 
Plate.” 

Question: “Did you have any charges on the account before 
the Plate was finally brought back to you? When you have 
requested the return of the Plate, do you ever have charges on 
it before you get it back?” 

ANSWER (Mr. Wolfort): “No, we do not.” 

Question: “How do you insure the return of the Charga- 
Plate?” 

Answer (Mr. Burris): “We do not issue them with the 
slowness of an account in mind. If the customer is financially 
all right, we do not worry. When we send out notices regard- 
ing the Charga-Plate, we include in the letter a paragraph 
which states that the Charga-Plate is the property of the 
Charga-Plate office. In other words, the customer could not 
sue us because of its return, since the Charga-Plate always re- 
mains our property.” 

Question: “Do you find it an aid in collections?” 

ANSWER (Mr. Burris): “It will help you in the beginning. 
For example: If you have on your books twenty thousand 
Charge Accounts, and you send out Charga-Plates to fifteen 
thousand of them, many of the other five thousand customers 
will request plates. When a customer, who is 60 to 120 days 
delinquent, requests a Charga-Plate, or wants to know why one 
was not sent, you can diplomatically explain that you have 
nothing to do with the issuing of Charga-Plates except that you 
give a list of names to the credit bureau that issues the plates, 
but that you will check your list. Then, you refer to your 
books, and find the customer delinquent, and say, ‘Mrs. Brown, 
your account is running from 60 to 120 days behind in pay- 
ment, and if you will be more prompt in payment, we will issue 
a Charga-Plate to you.’ Usually, the customer will be sur- 
prised that her account is delinquent, and say, ‘Why, of course,’ 
and promise to pay it if a Charga-Plate is issued to her.” 

Question: “Do you have any time or age limit on an ac- 
count when you send out Charga-Plates ?” 

Answer (Mr. Wolfort): “When Charga-Plate was installed 
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in our store, we had three credit men comb our collection rec- 
ords, listing ali the names, which were retyped on cards for the 
Charga-Plate office. An account that is slow, in my estimation, 
should not be refused a Charga-Plate. 

“The issuance of a Charga-Plate depends altogether on the 
financial responsibility of the customer, and if, for some reason, 
the account is not paid, we find out why. We do not say the 
slow accounts are not entitled to Charga-Plates for I think they 
are. We started with 35,000 names, and when we got through 
listing, we had 40,000. We now have 54,000 Charga-Plates in 
circulation.” 


Answer (Mr. Burris): “We handle a little differently. We 
carry a suspense ledger, and an account running past ninety 
days goes in suspense. We issue no Charga-Plate to a suspense 
account. When the customer inquires why she did not get a 
Charga-Plate, we explain she would be able to get one if she 
got in line. We have had to recall some Charga-Plates, but 
they are always returned when we ask for them, which sur- 
prises us. We started out by delivering three dollars on 
Charga-Plates without credit department okay. We had no 
trouble, so we raised it to five dollars, and still no trouble; so 
we raised the limit to ten dollars, with no trouble. We are go- 
ing to raise it still higher. After the installation of the Charga- 
Plate, our fraud purchases decreased.” 


Question: “How do you handle the customer who fails to 
bring her Charga-Plate and wishes to make a charge purchase ?” 

Answer (Mr. Wolfort): “The charge is simply referred to 
to the office in the usual way. Since we installed the Charga- 
Plate, no purchase is delivered to the customer without proper 
identification, irrespective of the amount of the purchase.” 

Question: “A customer who leaves her Charga-Plate at 
home is shown the advantage of it when she has to wait 
for an OK on her purchase. Have you had any unfavorable 
reactions with customers who do not have their Plates with 
them and must wait?” 

Answer (Mr. Wolfort): “We have had no trouble.” 

Answer (Mr. Burris): “We refer them to the floor man or 
the salesperson, who explains why there was not immediate 
delivery of the purchase.” 


Question: “Do you have fraud purchases on lost Charga- 
Plates?” 


Answer (Mr. Burris): “We had one after a year and a 
half of operation. A woman who had lost her Plate (and did 
not know it) came into the store with her statement the first 
of the month, stating there were articles listed on it that she 
had not purchased. Upon investigation, we found they had 
been purchased on a Charga-Plate. Therefore, someone must 
have used her Plate. She searched for it and found that it 
was lost. As she had not had occasion to use it recently, she 
had not missed it until then.” 

Question: “Whoever authorized the purchase was lax then, 
because the signature on the Plate would not correspond. 
Shouldn’t the signatures have been compared ?” 

ANSWER (Mr. Wolfort): “Signatures on Charga-Plates are 
very important for this reason. After a Charga-Plate is issued, 
and then lost, if someone fraudulently presents it in making a 
purchase, it constitutes a forgery and can be prosecuted. We 
have not lost one cent since 1936 by the use of Charga-Plate 
for fraudulent purchases.” 

Question: “I understand you make no attempt to post 
throughout your store a record of lost Plates or restrictions 
of any kind?” 

Answer (Mr. Wolfort): “We have a printed form that is 
attached to every addresser in our store, carrying the code 
numbers and names of certain stopped Charga-Plates.” 

Answer (Mr. Burris): “We have no stop list, but we do 
send notices with the code number and the name to authoriz- 
ers to be attached to the cards, and also to bookkeepers to 
paste on the front of the ledger sheets of the customers. The 
check goes to the tube room eventually. There they are sup- 
posed to check before they deliver the merchandise.” 


DISCUSSION 


Mr. Worrort: “After the merchandise is purchased, your 
authorizing department must check the account.” 
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Mr. Burris: “They do, but they do not check every pur- 
chase. If we find that some stopped plates were used, we call 
and ask them to watch for the names.” 

Mr. Worrort: “We require a closer control because of our 
community Charga-Plate. I know some of the stores do have 
stop lists.” 

Mr. Burris: “We have gone for two years without a stop 
list. As long as we do not find it necessary, we will not use 
one.” 

Mr. Wo crorr: “It is an expense and can be eliminated as 
long as you do not find it necessary.” 

Mr. Burris: “The Charga-Plate has saved us hiring two or 
three permanent employees in the tube room, which would be 
necessary if we authorized every charge.” 

Mr. Wotrort: “Formerly, during our holiday season and 
on our busy days, we required extra authorizers. With the 
Charga-Plate, we have not required one extra authorizer for 
two years. That is a splendid saving. I understand Marshal! 
Field and Company in Chicago have now in circulation 150,000 
Charga-Plates with no stop list, and do not have any fraud 
purchases.” 

Mr. Burris: “Joseph Horne Co. of Pittsburgh have a large 
circulation of Charga-Plates and do not require signatures.” 

QuesTION: “Is this the same as the coin?” 

ANSWER (Mr. Wolfort): “I believe the Charga-Plate has it 
all over the coin. The individual is not afraid to use the 
Charga-Plate in the department store.” 

QuesTION: “We do not have the time for an extensive dis- 
cussion of the cost of this system and, of course, the cost would 
vary with the size of the institution?” 

Answer (Mr. Burris): “You have to consider the results 
rather than the cost when deciding on Charga-Plate. Is that 
not right?” 

Answer (Mr. Wolfort): “Yes, results are worth far more 
than the cost to install.” 

Answer (Mr. Burris): “Think what it saves in a year’s 
time in all departments; your checkers, sorters, authorizers and 
delivery trucks. Charga-Plate saves wherever it touches. The 
expense is hard to figure, and you might say it would have to 
be installed before you could actually find out what it will 
save you. The expense saved on authorizers alone is enough.” 

Question: “If your store is large enough, Charga-Plate 
actually saves in employees from the authorizers and handling 
of the transaction from the start of the sale. There is a very 
definite saving there, and it cannot be stated in dollars and 
cents. Do you have anyone in your office who handles the 
Charga-Plate alone, or do you have one handle one part of it 
and another, another part, such as one for requests and an- 
other one who issues Charga-Plates?” 

Answer (Mr. Burris): “One girl in our office cares for the 
entire Charga-Plate system. She takes charge of the requests 
and the issuing of all Charga-Plates.” 


~er 


San Jose (Calif.) Elects 


The San Jose (Calif.) chapter of the National Retail Credit 
Association, at its recent annual meeting, elected the following 
officers and directors: President, Kenneth Anderson, Hale Bros. 
Inc.; Vice-President, E. G. Padilla, Chas. C. Navlet Company; 
and Secretary-Treasurer, Miss Kathryn Birmingham, O’Brien’s. 


~~ 
“Pay Your Bills First,” Distillery Advertises 


Under the above heading, The House of Seagram, in a page 
ad in Time (February 7) made this clean-cut statement: “No 
person should spend a cent for liquor until the necessities of 
living are provided—and paid for. Bills for groceries... 
clothes ... shoes ... rent... light... heat ... doctors 
. . « bills such as these have the first call on America’s payroll. 

“We don’t want to sell whiskey to anyone who buys it at 4 
sacrifice of the necessities of life .... Fine whiskey can play 
a pleasing part in the scheme of gracious living but only when 
taken in moderation and only after the bills are paid.” 
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“Stop and Go” Stickers 


(Credit Traffic Signals) 


Serve Every Purpose! 


Use with your daily sales slips, statements, and credit department letters. Save 
correspondents’ time. Put your message over with a punch by using ‘‘color—flash.’’ 


patrosage. We want you to continue as a valued 
customer. 


We will do our best to please you. 
WE ALWAYS WANT YOUR BUSINESS 


ALWAYS HEED 
CREDIT TRAFFIC SIGNALS 


Corrmenten 1904 GS OnArER omane 


“Caution” 


(Nos. 2-7-8): Visual warnings elimi- 


“Go” Stickers 


(Nos. 1-5-6): Express your apprecia- 
tion to your most valued and often neg- 
lected customers—those who pay 
promptly. Make the customers feel, 
‘‘That store is different—not indiffer- 
ent.’’ A word of thanks now may save 
you many customers later. (No. 1 shown 
at left.) 


Your check book is the switch con- 


nate the ‘‘on-account’’ manner of pay- 
ment and prevent pyramiding. This 
signal group has proved very effective 
in actual collecting and will cut your 


trolling your signal flashes. You are 
the operator. Change your light to 


Credit isa VALUABLE ASSET. 





collection effort and expense. 
shown at right.) 


We note with alarm that you have 
not been using your account in any 
manner. Have we displeased you? 
Won't you allow us to make things 
right if we are in the wrong? 
We hate to lose your business. 
ALWAYS HEED 
CREDIT TRAFFIC SIGNALS 





Sorreenten t95e @ 5 enATER Guana 


(Order Now! 


ALWAYS HEED 
CREDIT TRAFFIC SIGNALS 


(No. 8 





Others 


INACTIVE (No. 4): Use with ‘‘no 
balance’’ statements or to illustrate pro- 
motional letters. (Shown at left.) 


STOP (No. 3): For accounts placed 
on a cash basis. Encourages continued 
patronage as well as payment on the 
account. (Not shown.) 


(All Stickers are actual size as shown and copy- 
righted by W. 8. Shafer, Omaha, Neb. Packed 
in boxes of 100. 


PRINTED IN 4 COLORS! 


Printed in four colors, red, green, yel- 
low and black—to simulate traffic signal 
colors. 


Use them—And Watch Results!) 
Special Price, $4.00 per 1,000—Plus Postage. 


(Formerly 


$5.45 per 1,000.) Order from Your Credit Bureau or— 


NATIONAL RETAIL CREDIT ASSOCIATION 
1218 OLIVE STREET 


MARCH, 1938 


SAINT LOUIS, MO. 





246 Proved 
$-Pullers 








ERE are 246 “sure- 
fire” letters that you 
can use to speed up collec- 
tions from your slow-pays 
and to get payments on ac- 
counts that you are about 
ready to charge off as hope- 
less. They are the “pet” 
letters of 56 of the coun- 
try’s most successful credit 
men; they have behind 
them records of almost 
phenomenal results under 
difficult conditions. Among 
them are some of the most 
remarkable collection let- 
ters ever written, letters 
that have brought in hun 
dreds of thousands of dol- 
lars to the firms using them. Whether you 
have a few or many overdue accounts on 
your books, get and use a copy of 


“Effective 


Collection Letters” 
Edited by Erik G. Sellman 


OME of these letters show you how to get a new, 

more profitable slant on “‘tried-and-true”’ appeals 
that credit men for years have found productive. 
Many contain entirely new ideas developed by the 
credit men who contributed them to this book. With 
each letter, the editor supplies explanatory com- 
ments on the conditions under which it is being used 
and the results it has produced, together with prac- 
tical suggestions on ways in which you can adapt 
the letter to the special needs of your own business. 

For convenience, the letters are arranged in accord- 
ance with the stage at which they are recommended 
to be used but spread through the book’s chapters 
are many complete collection series illustrating un- 
usually profitable follow-ups. Two final chapters 
describe particularly effective systems for carrying 
on collection operations and the use of printed forms 
and notices in follow-up routine. 


10 CHAPTERS: Basic Ideas Behind Successful 
Collections. Goodwill Collections Today. Early 
Stages. Later Stages. Cashing In on Frozen Ac- 
counts. Letters Handling Special Situations. Tying 
Letters to Current Conditions. Stunt Letters. Col- 
lection Systems That Meet Today's Needs. Using 
Collection Forms and Notices. 


216 Pages, Price $2.50 


(Fill in, tear out, and mail) 


SENT ON 5 DAY APPROVAL 


THE RONALD PRESS COMPANY 
Dept. M181, 15 E. 26th St., New York 


! 

| 

| 

| Send me a copy of Sellman's “Effective 
Collection Letters.”” Within five days after 
| its receipt I will either return it or send you 
| $2.50, plus a few cents for delivery, in pay- 
ment. (We pay delivery on cash orders; 
; same return privilege.) 

| 

’ 


Name 

(Please print) 
Street Address 
City.... *State 


*Outside continental U.S. and Canada 
$2.75 cash. 








The Ronald Press Company, Publishers 








Financing Retail Credit 


By CHESTER W. LARSON* 


President, Industrial Savings Loan Co., Topeka, Kansas 


EFINITION: “Financing Retail Credit” im- 
plies the merchant or tradesman handling, hold- 
ing, and collecting his own installment contracts 

for the sale of merchandise applicable to this plan and the 
much broader field of sales finance companies who pur- 
chase and collect retail purchase contracts. This type of 
operation is distinguished as wholly and apart from that 
of direct loans which are usually made for the purpose of 
liquidating or rearranging pre-existing debts. 

Criticism of installment selling or financing retail pur- 
chases on the payment plan has been widespread and vi- 
cious in the past several years. In spite of it all, however, 
it has stood the test of both depression and boom periods. 
Thus, this paper on “Financing Retail Credit” would 
presume to discuss the subject as it exists (good or bad 
as you care to view it), nevertheless, as it operates and 
contributes to our scheme of business procedure. 

OriGin-ExTENT: Sales financing by acceptance com- 
panies began about 1914, and took on more sizable pro- 
portions about 1919 with the formation of the General 
Motors Acceptance Corporation to finance the sales of 
automobiles. The growth was rapid, and extended quickly 
to almost all kinds of hard merchandise applicable to such 
financing. 

In 1936, sales finance companies and banks purchased 
21% billion dollars of such sales contracts, which repre- 
sented 71 per cent of the total of such sales, the remaining 
29 per cent being carried by individual tradesmen. 

This enormous sum was purchased and collected at the 
surprisingly low loss ratio of 3% of 1 per cent, and in the 
automobile section of it with 2.2 per cent repossessions on 
new cars, and 7.5 per cent repossessions on used cars. 
Finance companies, moreover, lost more of their funds de- 
posited in banks which were closed than banks lost on 
unsuccessful finance companies. 

Economic FuNctTION: The existence of sales finance 
companies and of tradesmen financing the sale of products 
is justified by its adherents, mostly, because it makes pos- 
sible larger volume in the sale of these products. Greater 
progress has been made by manufacturing companies of 
these products in the scientific development and improve- 
ment of them. Such manufacturing companies have at- 
tained greater volume, reduced prices due to operating ef- 
ficiences, and have continuously improved their products. 

For example, in 1929, the average new automobile sale 
was $743.00; in 1936, it averaged $603.00, a difference of 
$140.00 in price; yet, hardly any one could deny that the 
automobile of 1936 rendered far more utility and service 
to its owner in comfort, convenience, and economy than 
did the 1929 automobile. The same was true of electric 
refrigerators, which were reduced 44 per cent; likewise, 
washing machines, 41 per cent. 

Further than this, the ability of merchants and finance 
companies to sell on payments cushioned the shock of the 
financial spiral such as we experienced in 1929. Finance 


*An address before the Seventh District Conference, Topeka, 
Kan., February 13-15, 1938. 
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companies and merchants continued selling merchandise 
on payment plans, and thus created employment for thou- 
sands of people. 

They had the fortitude to continue to trust the buying 
public, and thus was started the forward movement in 
increasing payrolls, stepping up production, and the con- 
sequent “back to somewhere near normal business.” They 
did so without our American wage earner mortgaging his 
future income, as the critics of the system enjoyed assur- 
ing them of. Our present installment debt of two billion 
dollars represents only 3 or 4 per cent of our national in- 
come of seventy billions of dollars, or an average of $26.00 
per family. 

In spite of all this there is hardly anyone who does not 
have personal knowledge of glaring imprudence on the 
part of somebody who has committed himself unwisely to 
a burdensome installment contract, or at least has second 
or third-hand knowledge of some such case. There are 
some, but the figures disprove the assumption that there 
are many, or that the misfortune of a few carry any sig- 
nificant social or economic implications. The great mass 
of installment buyers are not people who live habitually 
on the edge of an economic precipice. 

As far as spending sprees are concerned, which install- 
ment buying is accused of causing, it may be said that the 
proportion of indebtedness to the total of the national in- 
come is most insignificant as compared to our government 
spending and non-budget balancing situation. Further, 
it can hardly be proved that financing a purchase on rea- 
sonable installments has mortgaged our future as com- 
pletely as critics have led us to believe when almost every- 
one, who is a student of finances and economics, knows 
that savings in banks and savings in depositories have in- 
creased to an unprecedented figure; and again, that 
government bond sales in the last few years have been the 
largest ever; and last, that life insurance companies have 
reported in the last two years that the policy loans which 
they have thus far carried have been reduced by an aston- 
ishingly large figure and percentage. 

TENDENCIES: Abuses in the system of financing retail 
credit have, of a natural consequence, crept in, in many 
cases. Attempts have been made by larger finance com- 
panies and by many merchants selling under this plan, to 
keep the procedure on a sound and constructive basis, and 
they represent the majority of the business done. 

At the National Retail Credit Association’s Annual 
Convention at Spokane, Washington, the committee on 
recommendations, studying the methods used by install- 
ment merchants and sales finance companies, adopted, 
among other things, a resolution to reduce the terms on: 

Electric Refrigerators to 24 months 
Furniture to 18 months 
Radios to 12 months 
Washing Machines to 12 months 
Stoves & Ranges to 18 months 
The National Association of Sales Finance Companies 
adopted a resolution limiting the terms of new automobile 
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l, is paid down, and have 
strongly recommended a 4% down-payment with a limit of 
18 months. They have also resolved that used cars, not 
over two years old, be limited to 18 months, and on older 
models, to 12 months with the same 14 down in all 
cases—deviation from this schedule having come for the 
most part from smaller companies who have not con- 
tributed substantially to the total. 

In December, 1937, the Federal Reserve Board ruled 
that member banks could rediscount loans to the Federal 
Reserve System that were secured by installment con- 
tracts. The rule also authorized a member bank to ac- 
cept notes of a householder who uses the proceeds for 
purchasing household equipment. Thus this great finan- 
cial institution recognized the safety and liquidity of sucli 
evidences of debt instruments and encouraged their con- 
servative use to stimulate business. 

This concludes my discussion of financing retail credit 
and its effect on both producer and consumer. I submit 
that, on the showing, installment buyers are not impover- 
ished, and that manufacturers and merchants have gained 
through the increased sales made possible by deferred pay- 
ment plans, and that it is a reasonable expectation, if not 
a certainty, that the outstanding installment debt will be 
collected about when due, under anywhere near normal 
conditions. 


sales to two years where 4 


I believe that most of the undiscriminating criticism of 
financing retail credit is based on the erroneous idea that 
it is a sign of improvidence and thriftlessness, and that 
people should discipline themselves until they can save 
their money to count it out in “20's,” and put it on the 
barrel head for what they buy. 

I believe that this would be taking us back to the horse- 
and-buggy days with a vengeance, although our grand- 
fathers bought books, sewing machines and pianos on 
monthly payments. I believe they also would have 
bought the same products we are buying had they been 
given the opportunity, and thus, they too, would have 
come nearer to the “abundant life” so much desired by our 
present administration. 


~or 


The Barometer of Retail Business 
(Continued from page 11.) 
able people are working and plants are operating at full 
capacity. 

Collections, credit and total sales were off 10.0 per cent 
respectively in Cheyenne, Wyo. This was due to a de- 
crease in employment and the fact that all Government 
offices paid December wages before Christmas. . . . Collec- 
tions and credit sales were also off 10.0 per cent in Tor- 
rington, Wyo. While decreases were expected in Janu- 
ary, a greater decrease was reported this year than in 
1937, 

In Lewiston, Ida., collections were off 15.0 per cent as 
a result of low prices for farm products and curtailed em- 
ployment. . . . Collections, credit and total sales were still 
off in Aberdeen, Wash., due to labor trouble. . . . Collec- 
tions were off 3.7 per cent in Vancouver, Wash. Many 
of the lumber mills are closed and others working only 
part time. 

Collections in San Francisco, Calif., were credited with 
an increase of 0.6 per cent over January of last year; how- 
ever, credit sales were off 2.0 per cent. . . . Collections in- 
creased 2.0 per cent in Santa Barbara while credit and 
total sales were off 3.0 per cent. 





MARCH, 1938 























iN 


_— 

















Try These Revised 
“Inactive” Stickers! 


Use on “blank” statements one month-- 
and you will use them again! 


Of Course— 
We Missed You! 


vv 


And your account is 


waiting for you. 
Come in and use it! 


We Value 
Your Patronage! 


© N.R. Cc. A 





a 








Just a 









tronage 






To remind you that 
we miss your pa- 


tend this invitation: 


Use Your 
Charge account! 


© n. RB. c. A. 





Blank 
Statement 
vv 





and to ex- 











You Don’t Owe 
Us a Cent! 


vv 


Yes! We've noticed 
it and we hope you 
will use your charge 
account this month. 


Your Patronage 
Is Appreciated! 
© 1934, m. x. c. a. 

















in one color. Price, $2.00 per 1,000 


Exact size shown by dotted lines. Printed 


National Retail Credit Association 


1218 Olive Street 


St. Louis, Mo. 
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Credit News Flashes-- 


Personal and Otherwise 


Death of Hon. Valentine J. Nesbit 

Hon. Valentine J. Nesbit, Special Referee in Charge of 
the Debtors’ Court, Birmingham, Ala., died February 7 
after a short illness. Fifty-four years old, he had been a 
practicing attorney in Birmingham since 1907. 

He was well known to credit 
granters because of his active in- 
terest in the rehabilitation of de- 
linquent debtors. Through his 
efforts, the “Birmingham Plan” 
of allowing debtors to agree to 
make payments to creditors by 
the pooled account plan per- 
mitted many harassed debtors 
to avoid bankruptcy. He co- 
operated in drafting the “Wage 
Earner” amendment to the Na- 
tional Bankruptcy Act incorporated in the Chandler Bill 
now before Congress. 

The Associated Retail Credit Managers of Birming- 
ham, at their meeting February 10, adopted resolutions of 
sympathy which were presented to the bereaved family. 





* * 


Fort Worth Association Elects 

The Fort Worth (Texas) Retail Credit Association at 
its annual meeting, banquet and dance, February 23, 
elected the following officers and directors: Howard 
Laird, President; H. Nelson Bean, Vice-President; and 
E. G. Graves, Secretary-T reasurer. 

Directors: Basil Whitley; S. F. Dugger; Owen M. 
Jones; Byron Lillie; W. F. Salt; J. R. Clark; E. G. 
Parker; A. C. Broussard; and Homer Ladd. 

A large delegation from the Dallas Retail Credit As- 
sociation attended the meeting. 


* * * 


New York Association Elects 

The Associated Retail Credit Men of New York City 
at their February meeting nominated the following of- 
ficers and directors: 

President, A. J. Kramer, Borden’s Farm Products; 
Vice-President, B. A. Farrell, Frederick Loeser & Co.; 
Secretary, A. B. Buckeridge, Manager, The Credit Bu- 
reau of Greater New York, Inc. 

Directors (2 years): F. W. Dornhoefer, Franklin Si- 
mon & Co.; M. C. Harris, John Wanamaker, Inc.; H. E. 
Armstrong, James McCreery & Co.; Walter Strickland, 
Best & Co.; W. F. McDermott, Hotel Waldorf-Astoria ; 
H. B. Jackson, Morris Plan Company. 

Directors (1 year): W. E. Babb, Stern Bros. ; William 
Windhorst, Fred F. French Management Co. 

Since no nominations were made from the floor, the 
election at the March meeting will be automatic. 

In addition to the directors named above, the following 
were elected for two years in 1937: 


George Miller, Arnold Constable & Co. ; L. H. Jacobs, 


24 








Ovington’s; M. B. Doremus, Rogers, Peet Company; 
D. D. Grumley, Lord & Taylor; and James M. Malloy, 
Abraham & Straus, Inc. 
* * * 
New National Unit in Butte, Mont. 

Newly elected officers of the Butte (Mont.) Retail 
Credit Men’s Association, a new National unit, are: F. N. 
Gould, Jr., President; J. W. Uncles, Vice-President ; and 
C. E. Hale, Secretary-Treasurer. 

*“* * 


“Credit School’”’ Sponsored by Tulsa Credit 
Women’s Breakfast Club 

The “Credit School” conducted by the Credit Women’s 
Breakfast Club of Tulsa recently inspected the offices and 
equipment of the Tulsa Credit Bureau and attended a 
lecture by J. C. Rayson, manager of the bureau, on “De- 
termining the Responsibility of the Applicant.” 

* ~*~ * 


Passing of George D. Dayton 

George D. Dayton, President of the Dayton Company, 
Minneapolis department store, died February 18, after 
a lingering illness. He was 81 years old. 

In 1930, he was awarded the civic service medal of the 
Inter-Racial Service Council. At that time he was cited 
for “the high integrity of his business standards, his in- 
spiring faith in his city, the example of his simple Chris- 
tian life, his public-spiritedness in all matters of general 
welfare and his financial contributions to spiritual, moral 
and civic needs.” 

* a * 
New York Bureau Checks Incomplete Inquiries 

The Credit Bureau of Greater New York, Inc., has 
adopted the sticker reproduced below for use on all incom- 
plete inquiries for credit information. 

“Don’t be alarmed,” 
its message to members 
reads, ‘when it is af- 
fixed to reports which 
we send to you as a re- 
sult of your inquiries. 
But we do beseech you 
to pay attention to its 
message. We are issuing 
instructions to all our 
reference clerks and in- 
vestigators to use this 
sticker whenever you 
make an inquiry that 
is incomplete and, because of the lack of information, have 
made it difficult to locate the card in file on the sub- 
ject.” 













Assure the 
securing of all the infor- 


YOUR INQUIRY WAS INCOMPLETE 
Always give the Husband's Name 
in Full, Wife's Name, Present 
Home Address, Former Home 
Address, Business 


* * * 


Twenty-Sixth Annual Convention—Pittsburgh, Pa. 
June 21, 22, 23 and 24, 1938. Hotel William Penn. 
Make your plans now to attend. 
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Sudden Death of W. F. Suits 
W. F. Suits, Credit Manager of the Oklahoma Gas 


and Electric Corporation, Oklahoma City, died of a heart 
attack while attending the Seventh District Credit Con- 


ference at Topeka, Kan. The National Office extends 
its heartfelt sympathy to his bereaved family. 


* * * 
New Officers in San Francisco 


At their annual meeting, the Associated Retail Credit 
Men of San Francisco and Alameda County elected the 
following: 

Henry H. Christensen, American Trust Co., President ; 
Frank Batty, Hale Bros., Vice-President; Walter V. 
Howe, Sommer & Kaufman, Treasurer; and Charles J. 
Benson, Secretary. 

Directors: Frank D. Francis; W. F. Bradley; S. A. 
Schneider; and Joseph Noonan. 


* * * 
Results of Salt Lake Election 
The Associated Retail Credit Men of Salt Lake City 


recently elected the following: 

President, Fred E. Pike; Vice-President, Geo. E. Bur- 
ton; Treasurer, Ruth B. Standing; and Secretary-Man- 
ager, Wm. A. Perkes. 

Directors: Harry P. Earl; Alex J. Jex; Roderick ‘E. 
Langton; J. LeRoy McGhie; Wm. E. Naylor; and H. 
Robert Pedersen. 








WITH COUPON CASH 








Charge accounts cause many 
a headache in the credit de- 
partment. That’s why so 
many department stores are 
now using Rand McNally 
Budget Coupon Books to 
stimulate buying and still 
limit customer credit. 

Rand McNally books of 
“coupon cash” are printed 
in all convenient denomina- 
tions—$10 and up. Cus- 
tomers pay 20 or 25% 
down, and the balance in 
monthly installments. 

Rand McNally Budget Cou- 
pon Books are widely known 
for their accuracy and last- 
ing qualities. For further 
information regarding how 
leading department stores 
are using them, write Dept. 
CW-3, Rand McNally & 
Company, 536 South Clark 
Street, Chicago, or 111 
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IT’S EASYsTO LIMIT CREDIT 
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BOOST! 


® COLLECTIONS 


BUILD! 


e GOOD WILL 


SAVE! 


© 18% to 50% 


POSTAGRAPH 
YOUR COLLEC- 
TION LETTERS 


Details Furnished 
Upon Request 


The POSTAGRAPH CO. 


Baltimore, Maryland 
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Eighth Avenue, New York 


City. 
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BUDGET COUPON BOOKS 





Positions Wanted 


OFFICE oR CrEDIT MANAGER: 
Married man, age 33; now managing 
auto finance office. Ten years’ experi- 
ence in credit and collection work. 
Prefer St. Louis connection. Address 
Box 33, Crepir Wor .p. 

*_ * & 

CrepiItT MANAGER-ACCOUNTANT: 
Desires permanent position. Age 33, 
married, two dependents. Well edu- 
cated, college graduate. Twelve years’ 
experience credit and office manage- 
ment. Thoroughly experienced in 
handling retail and wholesale ac- 
counts. Detailed resume furnished 
upon request. Willing to locate any- 
where. Address Box 31, CrepitT 
Wor _p. 

** * 

Crepir AND OrFiceE MANAGER: 
Twelve years’ experience with a large 
corporation. Credit work was handled 
on a definite program. Age 38. Would 
prefer San Francisco Bay area. Ad- 
dress Box 32, Crepir Wor-p. 

* * * 

Crepit WoMAN: Seventeen years’ 
experience, 11 in complete charge of 
credit and office personnel, pay rolls, 
etc., men’s store in Middle West. Pre- 
fer men’s or women’s store in Mis- 
souri or vicinity but will go anywhere. 


Address Box 34, Crepir Wor -p. 


Back Issues Wanted 


The National Office wishes to se- 
cure back issues of The Crepir 
Wor p, in order to complete its files. 
If you have any of the issues listed be- 
low and wish to donate them to us it 
will be greatly appreciated: 

February, March, August, Septem- 
ber, and October, 1932. 

September and December, 1933. 

November, 1934. 

January, April and October, 1935. 

December, 1936. 

January and February, 1937. 

Send them express collect (and 
mark “Printed Matter, Value Not 
Exceeding $10.00”) to the National 
Retail Credit Association, 1218 Olive 
St., St. Louis, Mo. 


~~» er 
Pittsburgh’s Terms 
Resolution 


At the regular monthly meeting of 
the Retail Credit Association of Pitts- 
burgh, February 17, a resolution was 
unanimously adopted recommending 
to the retailers “that a uniform carry- 
ing charge of 14 of 1 per cent a 
month, on the original unpaid balance, 
be charged on all deferred payment 
accounts, also on monthly charge ac- 
counts overdue for 60 days. 

















“Merchandise” Your Credits and Collections 


By C. RAY COOK* 
Assistant Credit Manager, Ed. Schuster & Co., Inc., Milwaukee, Wis. 


F IT were possible to picture to you one clear cut, 

specific plan of credit extension, by which both vol- 

ume and profits could be added to your business, and 
say to you, “This is the way,” it would not be difficult to 
hold your attention. Unfortunately, it is no more pos- 
sible to use the same plan of credit extension in every 
store than it is to use the same plan of merchandising. 
The needs and the problems of each store and each com- 
munity are different. 

There are, however, accepted funda- 
mentals that can be used as guides in 
building your own credit extension plans, 
just as there are fundamentals to guide 
the operation of your business. The most 
important of these that I want to empha- 
size to you is “Merchandise your credit 
extension.” 

Merchandise it as you would the goods 
on your shelves. In that one sentence you 
have the fundamental thinking of every 
store owner who has been successful in 
his credit operations. 

You all know the rules necessary for 
the selection of merchandise. The rules 
guiding the selection of accounts are just as definite. The 
first is capacity to pay. What is the income, how perma- 
nent is it, and what are the expenses already fixed? The 
second is capital. How much reserve has this person built 
up? Has he a bank account, stocks or bonds, a home or 
farm? The third is character, the most important of all, 
for that, considered in connection with his capacity and 
capital, tells how he pays his bills. 

Let’s take an example of how these measuring sticks of 
credit can be applied. Take two men in your town, each 
with an income of $3,000.00 per year. One has been an 
executive of a local factory for many years. He is buying 
his home, has it sensibly financed, has other accounts and 
pays them promptly. He is well thought of by his com- 
pany and his neighbors. 

The other has just recently moved into town with a 
new company. He lives in a high-rent residence, has 
made himself very popular, has done a good job of selling 
himself. He has opened accounts and has been a heavy 
buyer at many local stores. His rent and other obliga- 
tions are more than his salary will pay. 

Your investigation revealed the facts. The rules of 
capacity, capital, and character tell you that one is a de- 
sirable account, the other an extremely dangerous one. 

Be sure, however, to get these facts. In many smaller 
communities you have that information because of your 
close acquaintance with your customer, but in case you 
do not, there are various methods of obtaining it. There 
are, in some 27 communities of the state, organized credit 
bureaus. In these communities the problem of obtaining 


*Excerpts from an address before the Wisconsin State Hard- 
ware Dealers’ Convention, February 3, 1938. 
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information is simple, for these credit bureaus are organ- 
ized to give just this kind of information. Where there 
is no bureau you will usually find other sources from 
which you are able to get these facts. 

In many cases, it will be your bank; your electric or gas 
company sometimes can help. It is said that the man who 
acts as the clerk of community public sales is a walking 
credit bureau. Analyze your community, find a source 
of information on which you can rely— 
and then use it, for you cannot “merchan- 
dise” your credit extension without first 
knowing your customers. 

If your customers would come in and 
say they would like to open an account, 
giving you time to get all necessary in- 
formation, the entire matter would be 
easy. But unfortunately this is not usu- 
ally the case. An investigation of your 
records, I am sure, will show that a large 
percentage of your accounts were started 
with an accommodation charge that was 
paid for in a few days. 

By accommodation charges, I refer to 
such cases as a delivery when the cus- 
tomer isn’t home, or where a selection is made and then it 
is discovered that he hasn’t quite enough money to pay 
for the purchase. Or perhaps, after the sale, the cus- 
tomer says that he will be in and pay tomorrow when 
he gets his milk check. 

In most of these cases, he pays as promised. I am too 
sales minded to advise any change in this procedure. I 
would not hesitate to give reasonable amounts of mer- 
chandise to customers about whom I had no unfavorable 
information. However, this original charge transaction 
is your opportunity to control this customer’s future buy- 
ing, for when he pays this first charge he feels that his 
credit with you is established. 

Get your information on this customer immediately and 
decide whether his would be a desirable account. If not, 
the next time a charge comes up you are prepared to sug- 
gest that purchases be kept on a cash basis. If, on the 
other hand, it is a desirable account, then tell this cus- 
tomer that you believe he will find a regular account con- 
venient and that you have arranged it for him. 


This is the opportune time to give him an understand- 
ing of your terms, and you can do it easily by explaining 
how much easier it is to pay for his purchases on the 
tenth of the month than each time he makes a purchase. 
If a salesman leaves you a sample of merchandise which 
upon investigation you find to be a desirable addition to 
your stock, you go out to buy more of it. Then “merchan- 
dise”’ your credit extension. When a customer leaves you 
a desirable sample of credit, get busy and keep it in your 
stock regularly. It is the volume and profit of your 
business. 


Although the accounts that begin so casually are by far 


The CREDIT WORLD 











the |. 


does 


you. 
youl 
custo 
W 
that 
the « 
ity t 
back 
if on 
appli 
obtal 
Sit 
cuss 
tenth 
of th 
a co 
tome 
mont 
six 1 
caref 
you | 
Yc 
and | 
into | 
Be 
cash, 
worn 
buy 
Anti 
at re 
alwa 
item: 
coulc 


are ¢ 
coun 
as a 
polic 
you 
vour 
whet 
to st 
calls 
Be 
for I 
the ‘ 
Not « 
cust¢ 
T 
mak 
who 


MA 












the largest in number, there are times when the customer 
does suggest that he would like to have an account with 
you. I would just like to say here that if you brought 
your credit business out in the open, you would have more 
customers come to you openly and ask for accounts. 

Why don’t you go back home and put up a little sign 
that reads “Monthly accounts may be arranged”? When 
the customer comes to you it is easy to attach a formal- 
ity to the opening of the account by inviting the customer 
back to sit down—and have a place for him to sit down, 
if only a box in the corner. Then get his signature on an 
application and such information as you can diplomatically 
obtain. 

Sitting there with the customer, you can also easily dis- 
cuss terms of payment. In many rural areas, there is no 
tenth of the month with farmers; there is only the date 
of their income. In these cases it is always well to have 
a complete understanding of that date with the cus- 
tomer. If the date of his income isn’t the tenth of the 
month I wouldn’t be too concerned, but if it is a crop 
six months away and the purchase is large, consider it 
carefully. Remember your bank takes a note and charges 
you interest. 

Your next merchandising job is to adopt your policy 
and system for turning this stock of accounts receivable 
into cash. 

Before you start turning this stock of accounts into 
cash, admit that some of them are going to become shop- 
worn and damaged; some will prove to have been a poor 
buy that just cannot be turned into cash at any figure. 
Anticipate this normal markdown and resolve to take it 
at regular intervals so that your stock of receivables will 
always be fresh and current and not cluttered up with 
items that cannot he turned into cash at face value. I 


could repeat that sentence and not be placing too much’ 


importance on it! 


If you are going to merchandise your collections so 
that your markdowns will be low and your turnover as 
high as possible, first, send out a statement of the account 
that will reach the customer by the first of the month. 
That statement will itemize each purchase made during 
the month and will carry a statement of the terms by 
which it is to be paid. Continue to send such statements 
as long as the account is unpaid. 


Second, adopt a policy and plan of collection. There 
are any number that will help turn the slow moving ac- 
count into cash. No one of them will fit every case, but 
as a fundamental of sound merchandising, decide on a 
policy and then adhere to it religiously. I cannot tell 
you whether it will be best to begin the follow-up of 
your account the day after it is due or 30 days after, 
whether you will get best results from stickers attached 
to statements, printed notices, form letters, or telephone 
calls. They all have their place and their advantages. 

Be sure, however, that the policy you choose provides 
for regular systematic requests for payment. Third, make 
the system you adopt a friendly one. Friendliness will 
not only collect more money than threats, but will retain 
customer good will for future business. 

The customer who likes you and wants to pay you will 
make a more consistent effort to do so than the customer 
who has been antagonized by your collection efforts. 
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You are attending this convention this week because 
you believe you can go back and do a better job operating 
your store after you have discussed your problems with 
other merchants. You subscribe to trade magazines for 
the same reason. Yet I will venture to say that there are 
only a handful here who have ever attended a credit con- 
vention or read a magazine dealing with credit. Wiscon- 
sin is fortunate in having a state organization of retail 
credit men, whose meetings and discussions have done 
much to raise the standards of retail credit in Wisconsin. 

The National Retail Credit Association issues a monthly 
magazine (The Crepir Wortp) which brings to those 
unable to attend group meetings a detailed discussion of 
the retailer’s credit problems. 

I am not selling memberships or subscriptions. I am 
only pointing out for you the opportunities that are avail- 
able to keep in touch with current credit thinking and 
be better prepared to “Merchandise your credit extension.” 





Many Local Associations Use the 
New “Gold” Membership Sign 


Over 71 local associations have standardized on this 
new National Membership Sign. Printed in deep pur- 
ple, on heavy-weight gold cardboard, it makes an attrac- 
tive, attention-getting emblem—worthy of a place in any 
credit office. Actual size, 6 inches wide by 7 inches 
deep—punched for hanging. 

Prices (To individual members): One, 15 cents; 
two, 25 cents; five, 50 cents. Special prices to local as- 
sociations in lots of 100 or more—with the name of the 
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local association (instead of the National’s) imprinted. 
Write for prices: National Retail Credit Association, 
1218 Olive Street, St. Louis, Mo. 
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Congratulations on the excellent protest you have made 
to Mr. Roosevelt on the subject of the extended terms 
continually offered by the Electric Home and Farm 
Authority. 

Our correspondence with this organization dates back 
to early last summer when we began “pouring it on” 
EHFA directly. 

“The last communication received from EHFA came 
from its President who stated that EHFA experience had 
not indicated that the financing plan was unsound—col- 
lection experience continued good. ‘This statement was 
made about two months after the big bust in the stock 
market during the middle of October. As we all know, 
retail sales showed a decline in many cities during the 
month of November and I think we can take for granted 
that the country as a whole knew it was in for something 
like smaller retail sales even at that time. 

By the way, during my travels since last summer I 
have run on to several furniture store credit men who are 
working closely with your organization. They praise very 
highly the good work being done by National Retail 
Credit Association—R. R. Rau, Executive Vice-Presi- 
dent, National Retail Furniture Association, Chicago, 
Illinois. 

7” * ~ 

I have just received The Crepir Wor tp for Feb:uary 
and read your open letter to President Roosevelt, and I 
am sorry that every retailer in the United States will not 
have the privilege of reading your letter as published in 
The Crepir Wor p. 

We are holding the annual meeting of the Great Falls 
Credit Exchange on Monday, February 21, and I am go- 
ing to see to it that this letter of yours is read to our meet- 
ing. We have asked Charlie Reed of Denver to be our 
principal speaker, but have not heard from him, but all of 
us hope he will be here. 


The Directors of the Great Falls Credit Exchange had 
a meeting a few days ago and instructed me to attend the 
convention in Pittsburgh, so if nothing happens I will be 
there.—Byron DeForest, Manager, Great Falls Credit 
Exchange, Great Falls, Montana. 


* * * 


Be advised that the writer is interested in your editorial 
in The Crepir Wortp for February, 1938, and we are 
anxiously awaiting a response or any comments on this 
editorial. 

Our company heartily endorses the policy of the Na- 
tional Retail Credit Association in regard to selling mer- 
chandise and service instead of terms. This has always 
been the policy of this company.—C. F. WiLkins, Man- 
ager, The Wilkins-Leonard Hdwe. Co., Youngstown, 
Ohio. 
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Poster ‘“*B”’ 


The National Office has a limited supply of 24-sheet 
posters for use on billboards to put over the “Pay 
Promptly” idea. 

Attractively lithographed in colors, they are furnished 
imprinted with the name of the local association (1 line). 

When ordering specify if Poster “B” or “C” is desired. 
The price of $5.00 each includes the local imprint. Order 
from the National Retail Credit Association, 1218 Olive 
St., St. Louis, Mo. 
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February while three more are scheduled for the 
month of April. No conferences are planned for the 


Pre: districts held their annual conferences during 


current month. Reports of the February meetings follow: 


Third and Fourth at Nashville 

The Third and Fourth Districts held a joint Confer- 
ence at Nashville, Tenn., February 13-16. An exception- 
ally fine program had been arranged. ‘The attendance 
was high: over 150 local registrations and more than 200 
out-of-town registrations. 

Election results for the Third District were: President, 
H. H. Fettes, Sears, Roebuck & Co., Atlanta, Ga.; Vice- 
President, W. P. Gilreath, Jr., Jno. A. Cunningham, Inc., 
Jacksonville, Fla.; Secretary and Treasurer, Chas. E. 
Moorman, Retail Credit Men’s Association, Jacksonville, 
Fla. 

Directors: Mrs. Muriel I. Galbreath, Miami, Fla.; 
Chas. E. Evans, Spartanburg, S. C.; E. H. Creamer, 
Florence, S$. C.; Morris Lipinsky, Asheville, N. C.; Len- 
ville Parker, Atlanta, Ga.; and Mrs. Colon Traylor, 
Atlanta, Ga. 

The Fourth District elected: Stanley Kemp, New Or- 
leans Public Service, New Orleans, La., President ; Miss 
Marion O. Brooks, Belisle’s, Baton Rouge, La., Vice- 
President; and Miss Polly Hunter, Millstein’s, Inc., 
Jackson, Miss., Secretary-T reasurer. 

Directors: J. J. Valentine, Memphis, Tenn.; Laura 
McKinstry, Laurel, Miss.; F. B. Burns, Birmingham, 
Ala.; Rhue Roberts, Nashville, Tenn.; Chas. L. Boykin, 
Tuscaloosa, Ala. ; and W. Carter Durham, Jackson, Miss. 

* * * 
Fifth District at Cincinnati . 

A most enthusiastic conference was held by the Fifth 
District at Cincinnati, February 13-15. The group meet- 
ings, specially, were well attended, the meetings of the 
Dairy Group being reported as surpassing those of the 
Dairy Group at National Conventions. Practically every 
major utility company in the states of Ohio and Michigan 
was represented in the Utility Group. 

The District adopted resolutions demanding more co- 
operation among credit granters toward shortening in- 
stallment terms and the elimination of competition in 
terms by Government Agencies. 

Officers and directors elected are: 


President, Roy H. Gale, H. & S. Pogue Company, 
Cincinnati, Ohio; Vice-President, J. Henry Lebensburger, 
Metropolitan Co., Dayton, Ohio; Secretary-Treasurer, 
O. L. Pfau, Strouss-Hirshberg Company, Youngstown, 
Ohio. Directors: C. A. Brandes, Akron, Ohio; G. W. 
Fischer, Detroit, Mich.; C. C. Kortz, Cleveland, Ohio; 
R. H. Laethem, Detroit, Mich.; M. E. Pierce, Columbus, 
Ohio; and Harry F. Reid, Jackson, Mich. 

The District’s Constitution was amended so that its 
Officers and directors shall assume their duties the third 
Friday in June concurrently with the Officers and Direc- 
tors of the National Retail Credit Association. 

Seventh District at Topeka 

The Seventh District held its annual conference at 
Topeka, Kan., February 13-15. A record attendance and 
fine program were reported. Election results: 
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News of the District Conferences 


President, R. C. Warren, Arkansas Power & Light Co., 
Pine Bluff, Ark.; Vice-President, J. C. Calloway, Woolf 
Bros., Wichita, Kan.; Secretary-Treasurer, Mrs. Zella 
Holmes, Mid-West Printing Co., Tulsa, Okla. Direc- 
tors: Louis Wellinghoff, St. Louis, Mo.; John Vaughn, 
Kansas City, Mo.; E. F. Calloway, Little Rock, Ark.; 
Miss Ruth Ross, Oklahoma City, Okla.; Floyd Farrell, 
Wichita, Kan.; and Mrs. H. M. Grove, Joplin, Mo.; 
National Director, R. C. Warren, Pine Bluff, Ark.; Al- 
ternate, H. R. Stuart, Tulsa, Okla. 

* * 
Sixth District at Minneapolis 

The Sixth District Conference at Minneapolis (Feb- 
ruary 21 and 22) broke all records for attendance, more 
than 500 being reported at the Annual Banquet. An out- 
standing program was arranged. 

New officers and directors are: President, H. R. Amos, 
Lincoln, Neb.; Vice-President, F. W. Funk, Winnipeg, 
Canada; and Secretary-Treasurer, C. F. Basler, Omaha, 
Neb. Directors: Ralph W. Cornelison, Minneapolis, 
Minn.; Albert Johannsen, St. Paul, Minn.; Albert Mark, 
Duluth, Minn.; Richard Miller, Cedar Rapids, Ia.; 
Elmer Nordstrom, Davenport, Ia.; and Henry Willeges, 
Sioux City, Ia. 

‘ & oe 
It’s South Bend, Indiana, in April for 
District No. 13!! 


An abundance of good credit information and educa- 
tion, well seasoned by men who are authorities on their 
subjects—and generously sprinkled with real Hoosier hos- 
pitality—that’s the menu for the annual conference of 
District 13 (Indiana, Illinois, Wisconsin) to be held 
April 24, 25 and 26, at the Oliver Hotel in South Bend, 
Indiana! Meeting with the credit men and women will 
be the Indiana Credit Bureau Association. 

Plans are well under way to bring to this convention 
outstanding authorities on both the problems of credit and 
the future of the profession. A complete program will 
appear in next month’s issue of The Creprr Wor.tp. The 
program is being designed to bring “down to earth” sub- 
jects to the attention of the delegates as well as to ac- 
quaint them with the long range possibilities and problems 
of retail credit. From the talks and the group discussion 
meetings there will be much of interest and value for 
anyone dealing in retail credit. 

Also, at the conference will be authorities on hospitality. 
South Bend has the largest association of national mem- 
bers in the state. They invite one and all to come to the 
home of Notre Dame University for a Hoosier welcome 
that will not soon be forgotten. 

So it’s—On to South Bend in A pril for District No. 13. 
Reservations can be made with L. G. Waterson, c/o 
South Bend Collection Bureau. Further particulars can 
be obtained from him or by writing F. R. Larrabee, c/o 
Ball Stores, Inc., Muncie, Indiana. 

a 

First District to Meet at Worcester, Mass. 

The First District will hold its Annual Conference in 
Worcester, Mass., April 15 and 16. Further details in 
the April issue. 


Following Up Collections? 
It’s Easy This Way! 


By H. W. HOKLAS 
Credit Manager, The Young-Quinlan Company, 


Minneapolis, Minn. 


IMPLICITY in system does leave out the thrill of 
S operation of a more complicated device, but sim- 

plicity, omitting as it does arduous toil, leaves time 
for more consequential duties. 

A borrowed idea, fitted into our individual need, has 
given us a simple collection system which has for a period 
of years proved workable. 

After the eighteenth of the month, the billing being less 
heavy, the bookkeeping-machine operators head up the 
unpaid accounts owing for prior months. Of course, the 
accounts active up to that time are headed up as pur- 
chases are made. 

We go through the ledgers after the twenty-first of the 
month, examining only those accounts which have a state- 
ment filed, they being the only ones with a balance owing. 
The accounts which show sufficient delinquency to require 
a reminder are clipped. A simple paper clip with cor- 
rugations to prevent slipping is placed at the bottom of 
each such ledger sheet. 

Reminders are mailed to those unpaid by the eleventh 
of the next month after the ledgers are clipped. The 
clips (on unpaid accounts receiving a letter) are left in 
place to facilitate checking for cash entries until the next 
letter goes out ten days later on the twenty-first, and 
then removed preparatory to the clipping task of the 
next month. 

As each letter is typed, the date is noted un the ledger 
sheet with a colored pencil as an indication correspondence 
has been started. The duplicate letter forms a file to 
which to attach answers and on which to note telephone 
conversations and visits to the Credit Department. Should 
printed forms be used, a carbon copy of the name and 
address from the fill-in of the letter or envelope may be 
placed on a sheet of paper of letter size and the numbers 
of the letters sent listed thereon. 

All references for payments are made directly to the 
ledgers just before the next reminder goes out. Delin- 
quencies fully paid cause the placing of the correspondence 
in a transfer file. Partial payments are noted on the 
correspondence which is placed ahead in a combination 
alphabetical and date file which permits quick location. 








“Gold” Emblem Stickers 7 


For Your Letters and Statements 


i 
Printed in royal blue on special 
“gold” gummed paper. Actual size 1 | 





is shown by dotted lines. Price, 
$2.00 per thousand, postpaid. 
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These “Polite 


Persuaders” Collect! 
Read This Letter: 
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January 25th, 1938 


National Retail Credit Association 
St. Louis 

Missouri 

Gentlemen: ATT Mr Crowder 


In our particular business the most conservative type 
of collection procedure is vital. 


To-day we received a a to a bill mailed out with 
the "Please!" sticker pasted on it. To our complete 
surprise the full amount was enclosed with this remark: 
"Thank qou very much for your dignified reminder that 

I owed this bill. The enciosed check saves my mind 
considerably* 


Enclosed was 4 money order for $58.00 which might not 
have been forth coming for months, probably longer 


These stickers have worked wonders with us. They are, 
as the debtor states above, “dignified” and in addition 
the simplest and most convenient form of reminder. 
Before you discontinue these please send us 1000 to 
cost $2.00. Check to cover same will be mailed immed- 
iately on receipt of bill. 


Yqurs very truly, 


(a S. ERY ASSOCIATION 


Superintendent 


Operating Under The Perparmal Care Plan 











And Here Is , 
the Sticker Z aoc 


That Did It! Please/ 


..The “Please” stick- 
er, shown at the right, aug 
is’ the one mentioned tr Spey 
in Mr. Schultheis’ let- ew ye 
ter. It is one of the won’t you send 
old “National” series us a check— 
of “Polite Persuders” please? 
which we had discon- Thank You! 
tinued. 

But our members 
wouldn’t let us dis- 


continue them! They 
kept on ordering! 

















. By. ee es ‘ Two . 
CS Stand-Bys 
Retained 


Just to 
Kemind You-- 


that this account 
has probably been 
overlooked and 
we'll appreciate 
your remittance. 


So, to meet the de- 
mand, we have ord- 
ered a new supply of 
the two stickers shown 
here and will continue 
them because they are 
so successful. Price, 
$2.00 per 1000. 




















Thank You! National Retail 
Credit 
MRE Association 





1218 Olive St. Louis 
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The Fundamentals of Collection Technique 
(Continued from page 3.) 

Regardless of what you have to sell, you must first sell 
yourself, and your ability to do this will depend on your 
personality, poise, charm, imagination, personal appearance 
and disposition. In this connection, we must make the 
other person feel important and do it sincerely. It has 
been found that about 15 per cent of one’s financial suc- 
cess is due to technical knowledge and 85 per cent due to 
personality and the ability to deal with people. 

In closing, I should like to leave these words of wisdom: 


This is wisdom, maids and men: 
Knowing what to say and when. 


Speech is common; thought is rare; 
Wise men choose their words with care. 


Artists with the master touch 
Never use one phrase too much. 


Jesus, preaching on the Mount, 
Made His every sentence count. 


Lincoln’s Gettysburg address 
Needs not one word more nor less. 


This is wisdom, maids and men: 
Knowing what to say and when. 


Se” 


Proper Bureau Records on Installment 
Accounts 
(Continued from page 15.) 


bureau in a very limited way, depending on an increased 
mark-up to cover a higher ratio of credit losses. 


Consequently, the bureau has no record of their ac-, 


counts, and the usual function of credit control does not 
apply. As in the case of low-priced departments of up- 
town stores, the customers of these “fringe” stores do not 
stay entirely within that area. ‘They are ambitious to 
have accounts up-town, and their activities are divided. 

The high rate money lender, or salary buyer, is another 
type of creditor who is generally not a member of the bu- 
reau, who has first claim, not only on spendable income, 
but on the entire income, because it has been assigned to 
him. Then there is the specialty dealer, handling a na- 
tionally advertised product, and financing his sales through 
a national or chain finance company, who is directed to use 
the credit report of a national reporting agency. These 
sales are not recorded in the bureau. 

New local competitive reporting agencies are springing 
up, and to attract business they offer inducements of one 
kind or another. They handle some of the credit report- 
ing in the community, which further complicates our prob- 
lem. 

If you agree that divided payment accounts are increas- 
ing, and that the future holds promise of a continued in- 
crease, then it seems logical that something be done to 
exercise the control necessary to insure satisfactory pay- 
ment. Such control lies in cooperative effort through the 
credit bureau, and can only be achieved by overcoming 
these various obstacles and making the bureau in fact, as 
well as in name, the clearing house for ALL credit informa- 
tion in the community. 
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“Every Man—” 
Said “Teddy” 





“Every man owes a part of his time 
and money to the development 
of the industry in which 
he is engaged” 


And that means you—just as much as the other 
fellow! You can help us reach the non-members in 
your community. You know many of them. They’ll 
join on your “say-so.” 

Do it now! Take the application below and get 
it signed—then turn it over to your Membership 
Chairman. 


Membership Blank 


National Retail Credit Association 

1218 Olive St., St. Louis, Mo. 

I hereby apply for one year’s membership in your 
Association, subject to acceptance by you and by 
your recognized unit in this locality. I enclose $5.00 
which I understand entitles me to all the privileges 
of membership, including a year’s subscription to 
“The Credit World.” 
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Three New “Pay Promptly” Inserts 


(Reproductions of our “Pay 
Promptly” Ads) 





Can be used as statement enclosures; also with 
collection letters. Actual size, 4144” x 614”; 
furnished folded to 414” x 314” Patan, Prompt Payment of Bills 
low) to fit statement envelopes. =a 
Their use is recommended to members of local Prevents 
associations now using our “Pay Promptly” ads. a n* 
Use them as a direct “tie-up” with the ads. Q. oe 
Price. $2.50 per thousand. postpaid. e 





*"Q. C."" - Questionable 
Credit - - is caused by 


Your Credit Record | “’iar' 
Is An Open Book ° 


Use Your Credit Judiciously 
Buy Prudently--Pay Promptly 


PAYING bills is a matter of Merchants and professional men are 
promptness—and understanding glad to extend the convenience of 
—just as much as it is of honesty. credit to their patrons. But they ex- 
For most people are honest, but pect to be pa just as they must pay 
mary are careless. their own bills, according to agree- 
ment. 

v P Phone calls and collectors’ calls cost 
for “Q. C.”—Questionable Credit— them money —needless expense to 
with all its recurring embarrass collect what is due them. That's why 
ments: phone calls, collectors’ calls. | they welcome the patronage of those 
neighbors’ gossip. who pay promptly! 


Safeguard your credit! Pay all bills 
by the 10th--or promptly as agreed. 








They neglect payment of their bills 
itting! wild a i 











uiween 
= . 4. > “4 7 a? a. 





Friends Talk About “Q.C."" Too! | Your Credit Record 
Is An Open Book 

















*"Q.C.” means Questionable Credit: The result 








of failure wo pay bills promptly — as agreed. And You Are The Author! 
CREDIT 1s a privilege—a conveni- But —failure co pay bills on time, By the : 
pone add 2 iam ao “odes y the Way You Pay, You Write 
chant ox ronan man’ son only ewabah reputation fo Quer Your Own Record on a Little Card 
w re q ” . ° 
pag bee Tn tionable Coodie £Q ae om In the Files of the Credit Bureau. 
ing to terms or agreement. just as much as to you. For no one your credit record is of your truly as if he had written the record 
Pay each bill gromedly, end you likes asking for payment—even when own making. The Credit Bureau his own book! 
eee 2 ene Oe re “ in it’s past due. only keeps the record! Shown in the Millions of records like this, in the 
ureau which, . P 
like money in the bank, will growin The remedy for “Q. C.” is simple: inset above is an actual credit record Sine of the cradle burceus of the 
valve. For gremomey ia paying ae due on the first < the (with the customer's aame and Gente of at cee — 
es your cre —a purchase a addeess cant an 
it xood? due after the 10th. _ porte age v4 — = rothnore and emglovers te judge the 
Safeguard your credit! Pay all bills by Prom : 
ty pt Payments Make a Good Credit 
the 10th—or promptly as agreed. Record — And Keep It “O. K.” 


exxcunve Association 20% escun® Association 2% 
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“O.K.— 


—when you say, “Charge It’’— 
is a mark of trust—confidence 
that you will pay promptly. 


This account is overdue. Remit 


now, please, and— 


Keep Your Credit ‘‘0O.K.’’ 


National Credit 
Retail Association 
7-8 ease FRERa Ee 
© 1937 N.R.C.A. 








Treat Your Credit 
As a Sacred Trust! 


Credit is faith—confidence in 
your agreement to pay accord- 
ing to terms, 


Keep Faith With Your Credi- 








This new series of “Standard” 


collection stickers combines all the 
good points of the old series, 
which members used to the ex- 
tent of a million a year, with 
newness: 


New copy, new layout, new 


color in the gummed paper. 


Five in the series. exact size as 


shown by dotted lines (upper half 
of this page). Attractively printed 
in contrasting color on buff-col- 
ored gummed paper. 


Inoffensive—Inexpensive! 
Prices, 1,000 of any one sticker, 


$2.00: 1.000 assorted, $2.50; 500 as- 
sorted, $1.50. When ordering “as- 
sortments” please specify “New 


Standard” 


Stickers. 








Prompt Payment 


—is as necessary to the mer- 
chant and professional man as 
prompt service is to you! 


You are their paymaster. 
according to agreement 


Pay 
and 








—Try the New “Standard” Collection Stickers— 





Don’t Break 
the Magic Circle! 


Credit is the magic circle of 
business. When you pay your 
creditors—they can pay theirs 
and so on, around the circle, 
until it comes back to you! 
Credit Is Confidence— 
Safeguard It! 








National Credit 
Retail ssociation 
ae eaee ener ne 
© 1937 N.R.C.A, 











Past Due 


Don’t let this past due account 
Mar your credit record. Pay it 
now—and keep your credit rec- 
ord clear! 


Prompt Payments Build Good 

















“Good Credit— 


is worth more than all the 
gold mines in the world,’’ 
said Webster. 


Prompt Payment Builds 
Good Credit—‘W orth 
More Than Gold” 


A Friendly 
Reminder! 


\ 

' 

! 

' 

' 

! 
As this account is overdue, | 
your remittance will be | 
greatly appreciated. 
Prompt Payment Builds | 
Good Credit—‘Worth | 
More Than Gold” ‘ 
\ 

' 

! 

' 

' 

' 
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An outstanding series—rich and 


dignified looking: Printed in royal 


blue, on special gold paper. 


Five 


in series (shown on lower half of 


this page). 


Actual size, 134” x 2”. 


(Dotted lines are not part of stick- 
ers but are only “size indicators.”) 


PRICE, $3.00 PER THOUSAND 


Order Either Series from Your 


Credit Bureau or—National Retail 
Credit Association, Fourth Floor, 
1218 Olive St., St. Louis. 


Now—Please? 


We know how easy it is to 
forget. Won’t you send it 
now-—please—while you have 
it in mind? 

Prompt Payments Build 
Good Credit—“Worth 
More Than Gold” 






© 1934 N.R.C.A, 
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Keep Your Credit 
As “Good As Gold”! 


Prompt payment of accounts, 
according to terms, will build 


“Worth More Than Gold” 


! 
i 
! 
! 
' 
' 
! 
' 
' 
' 
' 
' 
! 
' 
1 
' 
' 
| @ priceless credit record— 
' 
' 
' 
' 
! 
! 
! 
' 
' 
! 
! 
' 
! 
\ 
1 
! 


tors and Justify Their Trust! Protect Your Credit. Credit! 
National TREAT YOUR CREDIT Credit National TREAT YOUR CREDIT Credit National Credit 
Retail asa usr | Association Retail sacrtn raust | Association Retail Association 
CCR ene TTT =EEEEE eeeged BEEEEOo eRe we 
© 1937 N.R.C.A. © 1937 N.R.C.A. © 1937 N.R.C.A. 
 PEANerE ra aoe “ : ” . "Rita itl tetas io nnd oy pla ace 
rosin mina ace The “Gold” Series weememmnerreemenstt 











Past Due! 


Prompt payment of this ac- 
count is necessary to protect 
your credit record, 


Safeguard Your Credit— 






It’s “Worth More Than 
Gold”! 
© 1934 N.R.C.A, 



































“Impress Upon Their Minds 
The Importance of Good Credit” 
That’s Just What This Little Booklet Does! 





How to Use Your Credit to Best Advantage 


This is the title of a little 12-page booklet prepared by 
the National Office to promote better customer under- Wn lf me ~ 


Jacksonville, Fla Ceo mamagen 


standing of the use and, likewise, the abuse of credit nf January 16, 1937 
privileges. Dignified, courteous, understandable—it tells 
customers, in an understandable and impersonal way, 


the things you would like to tell them about credit but ur. L. 8. Crowder 

d f f f vivi ff National Retail Greait anccelateen 
are not for fear of giving offense. = National Retail ¢ 

Members, the country over, are using it. Hardly a St. Louies, Mo. 


day passes but that we get letters telling us of its effec- a es 


. nm . . . v f thi oki oH U0 
tiveness. The letter at the right is from a credit execu- Sear Guedes te tour beet Abvantans,© Waheh oo eneehe 


. . f he National As ati and id it 
tive who has used over 40,000 copies—who orders them ver? wscfule sae initl aie 
in 10,000 lots, and uses them on new customers and inac- We use this booklet in the following manner: 


tive accounts, as well as “slow pays.” What is more, he When new oustomers open charge accounts with 
h ial f hi ‘imprinted he back ete Susneess fn tage Lotter os caphaa to 
~ c r ac . n 
as a special message oO ls OWn imprinted on the Dac then the Gunet temme of thelr pegmente.  @> 
cover! aleo call their attention to the little book- 
mae c . let which we are enclosing-- "How to Use Your 
Local associations can use it—with a proper local mes- Credit to Your Best Advantage"— and ask them 


e e 2 to kindly read it. 
sage imprinted on the back cover—to build a community a ee 
; . ; booklet it will imprese upon their minds the impor- 
understanding of credit and its proper use. menus al Goad Goal ane thas Ge taeateone af exaede 
) their accounts according to agreement. 
Neu Lou Prices 
I have had many compliments from our customers on this 
, ‘deri ’ ¢ > ¢ S10 72 are ¢ . Te atay little booklet. We aleo use thie booklet on any re- 
By ordering in large quantities, we are able to offer new none fpr aN of = Aly vod onnay sy Ad 
, cece SF t7 St). 239 GA. DE f . months) by mailing the customer a copy of it with a 
low ent 500, $7.50; 1,000, $12.50; 2,500, $30.00; letter thanking him for the privilege of making another 
5,000, $55.00; 10,000, $95.00; 25,000, $200.00. Carry- ae a a 
ing charges and printing on back cover extra. We recom- pore biansineieses 
mend that this overprinting be done by your local printer. MH Enser 
ne 31; “0 va W. FP. ESSER, 
(Size, 344” x 64,4" .) CREDIT SALES MANAGER. 
Address all orders and inquiries to: National Retail 
Credit Association, 1218 Olive St., St. Louis, Mo. 


P.S. A few sample pages are shown below. 
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e torm of deterred pay- 
s, clothing, house tur- 
t, weter and ges ere 
mise to pay 

axe our 

this 


1 repute 


The Monthly Charge Account pro- 
first and 
th. Bills are 
first but ter 


tenth o!t 


a) t@sy ama 

tenth of the month is 
her ret r Nations! 
pay dey for retail merchants, profes- 
sional men and all others who heve 
shown faith in us 


The Time Payment or 


s ee Installment or Deferred 
‘ Monthly Ch ’ 
ee ee Payment Account also 


sace 


Account and the Time Payment 
Instaliment Account. Both have ther: 























